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PLEASE Owner Prod. Mgr. Sis. Mgr. 
TO 





MACHINES THAT PAY THEIR 
OWN WAY IN SHORT ORDER 


Letters and reports in our files tell the story! 


Yes, there is ample proof that many Anderson Ice 
Cream Packaging Machines have paid for themselves 
in less than a year’s time. And why not, what with 
important savings in personnel, time, taxes, laundry, 
floorspace, even water to name but a few. 





cae FILLER Better check your equipment right now and then call 

CAPPER NO. 34-C us in. Our sales engineers will gladly assist you in 
determining where efficiency can be stepped up and 
profits increased. 


The machines illustrated here are only a part of the 
labor saving, overhead reducing Anderson line. Write 
today for literature containing specifications, output, 
and operating details. 











/ MODEL 106-2 


| WITH TWO HEADS VERTICAL STICK 


DISPENSER 
MODEL 171 





STICK 
CONFECTION 
MOLDS 


PORTABLE BAGGER 

MODEL 134 
STICK HOLDER 
MODEL 136 


STICK SORTER 
MODEL 131 


Use This Handy Coupon For Quick Information. 





ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 


teh ee licmeaee Please Send Bulletin No. 8-2 





Address 





THis SHOPPER STOPPER 
PROVES IT'S TRUE — 


Kelvinator 

1) sells More, 
> Ice Cream 
= for You!) | 


Se | 


T’s THE Kelvinator KM-12 Ice Cream 
Merchandiser . . . a terrific sales -maker 
in large food stores from coast to coast. It’s 
the roomy, beautiful Kelvinator “12” 
with brilliantly illuminated super- 
structure that spotlights your prod- 
uct in the open top—attention-get- 
ting 4-color pictures that stimulate 
impulse buying! It’s top Kelvinator 
quality in every inch. Packed with 
the dependability you get from Kel- 
vinator’s unbeatable experience in 
See the complete line low-temperature equipment manu- 
of standard Kelvinator , facturing. For complete details, see 
cobinets—a model for your Kelvinator representative or 
every kind of store, any : 
Suncepanncnmvenast, write for your copy of Kel- 
All with maximum ster- vinator’s new Ice Cream 
age in minimum floor Cabinet Catalog, Kelvin- 
space. ator, Division of Nash-Kel- 
vinator Corp., Detroit 32, 
Michigan. 
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For more than 27 years, millions of children have 
found Ice Cream Dixie picture lids the outstand- 
ing attraction in the field of pre-packed ice cream. 
Year after year, each new generation creates an 
even bigger demand for Ice Cream Dixies. 


Leading ice cream manufacturers have found 
that it pays big dividends to continue using 
famous Ice Cream Dixies. The exclusive Dixie 
picture lid promotion helps build more and more 
volume. For year ’round sales...for sampling 
at a profit...they find “you can’t beat Dixies.”’ 


The Dixie Franchise gives you ALL these advantages 


@ Use of a nationally accepted symbol of dependability 
@ Identification of your brand name in the home 

@ The sampling of your quality product at a profit 

@ Containers of highest quality and uniformity 

@ Help in filling, distributing, selling YOUR Dixies 

@ Support from years of consistent advertising 

@ Effective dealer- advertising material FREE 


¢ OREM es 


. . . most widely known “Ice Cream Package” 


. » « most popular with children and parents everywhere 





Pisin “or ime Oinie Cop Convery —— DIXIE CUP COMPANY 


EASTON, PA., CHICAGO, ILL., DARLINGTON, S. C., FT. SMITH, ARK., BRAMPTON, CANADA 





bright future! 


Years and Years of Powerful ‘‘SELL’”’ and Dependable Performance 
Are Built into This Great Merchandiser 


You're all set when you install the 1951 Savage M-9 
Merchandising Cabinet in your retail outlets. All set 
for a long time to come. All set for low cost operation, 
really economical maintenance, and greater impulse 
re re ELF than you ever thought possible! 
SERVE YOURS , The new Savage merchandiser is an all-steel © 
cabinet and is built to last—and last. Amazingly — 
efficient refrigeration (best in the industry —3 © 
refrigerated partitions!) maintains proper ice © 
cream temperatures without overburdening © 
the compressor. And the compressor itself 
slides out quickly and easily. 
And talk about selling power! The smart 
design, sparkling clean 
ance, and @-dimensi ice 
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Keeps ice cream cold and in 
Palatable serving condition! 








GETS ICE CREAM 


ON THE 





THE ECONOMICAL, PRACTICAL 
‘“*HANK-PAK” is a ‘‘natural’’ for getting ice 
cream on the daily shopping list . . . its air-cell 
construction and full closure provide maxi- 
mum insulation. 

Tested and approved by leading commercial 
laboratories, the Hank-Pak keeps ice cream in 
excellent serving condition until the shopping 
trip is over. 

Designed for speedy closure . . . easily adapted 
to automatic machines such as being developed 
by the Clybourne Machine Co. of Chicago, and 
also for over-wrapping on standard type ma- 
chines. Because of simplicity in design, auto- 
matic machines require only a nominal invest- 
ment and pay off quickly in reduced cost. 
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Shipped 600 to the case, the Hankins Hank-Pak 
also assures easy inventory control. 

For samples and full information, simply mail 
the coupon below. 


HANKINS 


CONTAINER COMPANY 


3044 West 106 Street, Cleveland 11, Ohio 


Please send samples and full information to:— 
Company 
Address 


Attention of 
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(...and everyday eating !) 


Party Variety! 

“Individual” ice cream cartons 

offer an assortment of festive flavors 

without fuss or waste! Attractive serv- 

ings... “dished out’”’ with speed! A quick 

pull on the flap opens the package for serving 
directly onto plate...no spooning, no slicing. 
The hostess opens only the number of servings needed. 
and leftover cartons fit neatly 
in ice cube trays for the family’s enjoyment the next day! 


“Seconds” are simple . . 


Everyday Convenience! 

‘*Individuals”’ make ice cream 

so easy to buy, store and serve 

that it becomes an everyday family 

food! A “fountain” selection of flavors 

fits in an ice cube tray, each serving 

sealed for protection until used. You'll sell 

more ice cream when you sell your ice cream in 
“Individuals”... the newest, most promotable, most 
profitable idea in ice cream packaging! 


-* Creates new users! Offers new benefits to commercial establishments and institutions! Measured portion 


permits accurate cost control, speeds service, assures uniform servings and quality. 


Protective Packaging 


ror anmncrs mess roces MARATHON Wh 


aie Available in 3.2, 3.5, 4, 5 and 6 oz. sizes. For further information, see your Marathon representative or 
write Marathon Corporation, Menasha, Wisconsin. 





over 400 of 
the Nation’s finest 
ice cream plants 
have the capacity 
to harden over a 
million gallons of 
ice cream a day 
with... 
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Marigold Dairies, Rochester, Minnesota 


KING SHARP FREEZE SYSTEMS 


King Systems give you: 


Viehiie cd AoA AMO) rteittbthih LEN AEE RED Ree. 


@ FREEZER QUALITY RETENTION @ SIMPLIFIED AND LOW COST 
HANDLING IN HARDENING ROOM 
@ INCREASED HARDENING ROOM 


CAPACITY @ FROST FREE ROOMS WITH 


@ QUICKER HARDENING CLEAN MERCHANDISE 


@ ENGINEERED DISTRIBUTION OF 
@ ALLOWS RAPID TURNOVER COLD AIR 


OF INVENTORY 
@ UNIFORM TEMPERATURE AND 
@ NO DEFROSTING SHUT-DOWNS AIR MOVEMENT 


No rebuilding to install a King System in your plant: 
each installation individually designed and engineered 
to meet your specific requirements. 


_ Rae as err apmarrmre es  INEK Epic ne Sci chalge tana: 


WRITE TODAY 


| 46 Years of ‘Better Customer Service” and j for further information— 


: Progressive Engineering, your Guarantee of | our engineering staff is 
[ Manufacture and Quality of Product. i at your service 


SG wv 6" ' _ *"T"l—l:."."."FT..F.F£{2r2nin 


Lew ee ee ee eee eee eeeeed 


Engineers and Manufacturers of 
SHARP FREEZE, 
COOLING, VENTILATING 
HEATING AND DRYING 
SYSTEMS 


902 NO. CEDAR STREET - OWATONNA, MINNESOTA 
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‘ PROFIT PRODUCING. 
Why 0. a 


WORTH LOOKING INTO| 


The real value to you and your dealer of any Fountain Installa- 
tion is what it wiil do for both of you in profits. 


The expertly planned, ‘‘complete-service’’ GRC Fountain 
Installations in Stops shown herewith have increased sales vol- 
-ume by adding newly created business, and the cost is no 
more than what the ordinary and perhaps abbreviated setup 
would be. The net profit per dollar of investment is what counts. 


in these days of keen competition, you can cement good rela- 
tions with your dealer in no better way than by showing him 
how fo get set up with a profit producing, modern, efficient, 
sanitary and permanent GRC Fountain Installation. 


OUR FACILITIES ARE AT YOUR DISPOSAL ALWAYS. 


RAPIDS 
CABINET 
COMPANY 
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ww FACTS 


on HOMOGENIZER MAINTENANCE 


Every day that brings more material shortages and delays 

deliveries of new production equipment makes your 

homogenizer more difficult to replace—more 

valuable. This new Cherry-Burrell 

Maintenance Manual shows you 

how to protect your Homogenizer 

... prolong its useful life 

and maintain the maximum 

efficiency your production 

and profits demand. 

While the Manual is written 

specifically for Cherry-Burrell 

Superhomos and Viscolizers, 

the suggested outline of 

maintenance procedure will 

prove of value to you, no matter 

which make of homogenizer 

you may have. 

You'll find a complete and 

detailed five-point program for 

Planned Maintenance, covering 

installation, operation, check-up, 

cleaning and lubrication. Each section 

thoroughly discusses your every-day 

problems and procedures—giving 

the correct answers based on 

Cherry-Burrell research and engineering. 
a ~ in -_ 


~ 
~ 


pend for Your Copy Now! 


anual outlines a simple program of 
Planned Maintenance that provides an effec- 
tive means of conserving your vital homogen- 
izing equipment. It can help you continue to 
get the most from machine, man power, and 
money. 


-=-—_@ 





Planned Maintenance 


Protects Production Cherry-Burrell Corporation 


Dept. 120, 427 W. Randolph St. 
Chicago 6, Illinois 


Send Homogenizer Maintenance Manual 


CHERRY -BURRELL CORPORATION Name 
General Seles and Executive Office 

427 W Randolph Street. Chicage 6, Ii! Firm 
Milk ond Food Piont Equipment and Supplies 


FACTORIES WAREHOUSES BRANCHES OFFICES OF OVSTAIOUTORS Address 
At TOUR SERVICE IN Se CITIES 


ET SE. a Fe 
OM ttle. LBC ad Anas OAMHAE: oA 
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No contracts are made in excess of our capacity to supply, 
barring strikes, government regulations, etc. Contract$ 
enable us to properly organize and execute production, 
A Sterwin contract insures your supply of Zimco Vanilling 
within limits of your actual requirements. 


Our distribution is handled by our own sales organization 
with district offices covering the entire U.S.A. A limited! 
number of long established, recognized dealers also handle’ 
our Zimco Vanillin in bulk. | 


Flavor manufacturers are your best source of flavors in| 
finished form ready for use in your products. 


The same policies and procedures are applied in the sale 
and distribution of our Parakeet Certified Food Colors 
produced at our Cincinnati plant. 


Write today for our latest Catalog. 





SEPTEMBER—One-year course 
in dairy manufacturing and mar- 
keting at Cornell University be- 
gins this month. Enrollment is 
limited. Contact Professor Leigh 
H. Harden, Roberts Hall, Ithaca, 
New York. He is in charge of 
admissions for the school’s Col- 
lege of Agriculture. 


SEPTEMBER 11-13 — Hotel 
Fort Des Moines, Des Moines, 


 RLSTON | 


Comi 
oming 


1951 conventions of the 
Association of Ice Cream Manu- 
facturers of Iowa and the Iowa 


Milk Dealers Association. 


SEPTEMBER 17-20 — White- 
face Inn, Whiteface, New York; 


Iowa: 





| DECEMBER 





) 
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44th annual convention of the 
Association of Ice Cream Manu- 
facturers of New York Strate. 


SEPTEMBER 19-21—St. Paul, 
Minnesota; Fourth annual Dairy 
Products Institute, University of 
Minnesota. 


SEPTEMBER 26-29 — Hotel 


Colorado, Glenwood Springs, 
Colorado; 1951 meeting of the 
International Association of 


Milk and Food Sanitarians. 
OCTOBER 17-18—Burlington, 


Vermont; 30th annual confer- 
ence for Vermont dairy plant 
operators and milk distributors 
at the University of Vermont. 


OCTOBER 22-24—Heotel Book- 
Cadillac, Detroit, Michigan; 47th 
annual convention of the Inter- 
national Association of Ice 
Cream Manufacturers. 


OCTOBER 23-26—Hotel Stat- 
ler, Detroit, Michigan; annual 
convention of the Milk Industry 
Foundation. 


OCTOBER 30-NOVEMBER 
1 — Hotel Netherlands - Plaza, 
Cincinnati, Ohio; Annual con- 
vention of National Association 
of Retail Ice Cream Manufac- 
turers. 


NOVEMBER 13-14 — Hotel 
Ambassador, Milwaukee, Wis- 
consin; annual convention of the 
Wisconsin Association of Retail 
Ice Cream Manufacturers. 


10-12 — Hotel 
Morrison, Chicago; annual con- 
vention of the Illinois Dairy 
Products Association. 


JANUARY 21-22—Hotel Roa- 
noke, Roanoke, Virginia; annual 
convention of the Virginia Dairy 
Products Association. 
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Insulated 


NGINEERING ingenuity on the part of several 
K firms specializing in the manufacture of pack- 

aging equipment and materials is responsible 
for the development of a new approach to ice cream 
packaging that already has been adopted by such 
prominent organizations as H. P. Hood and Sons, the 
Borden Company, the Bowman Dairy Company and 
others. 

The innovation calls for the packaging of ice cream 
in an ordinary linerless carton which then is enclosed 
in a corrugated paper protective covering and then 
overwrapped with a specially waxed, attractively-de- 
signed paper. The corrugated material serves to insu- 
late the ice cream, thereby minimizing the melting 
hazard. 

That this new type of packaging adequately meets 
the requirements of contemporary open-top cabinet 
merchandising techniques has been verified by the ex- 
periences of leading ice cream manufacturers, and by 
the sales figures of their retail dealers. The Jewel Food 
Stores Division of the Jewel Tea Company, for ex- 
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BOWMAN DAIRY plant workers process 
og tage ange ice cream packages. Girl 
t right slips filled plain container into in- 
sulated sleeve. Sealed package is then fed 
into Hayssen machine which places and 
seals waxed overwrap paper around it. 


Packages 


ample, has been featuring a factory-insulated ice cream 
package supplied by the Carroll Ice Cream Company, 
a subsidiary of the Bowman Dairy Company. Widely 
advertised, this “Igloo” carton has proven popular with 
patrons of this super market chain, as reported else- 
where in this issue. 

To study the procedures involved in the processing 
of the new type package, Ice Cream Fietp consulted 
production authorities at the Hood plant in Boston 
and the Bowman plant in Chicago. Almost immediate- 
ly, it became apparent that improvements constantly 
are being made in the method of filling, packaging, 
and overwrapping the insulated cartons, with pack- 
aging and machinery representatives working closely 
with the ice cream men. 

T. J. Kullman, Production Manager of the Bowman 
Dairy Company, attested to this. “At the present 
time,” he said, “we are in a state of flux in the matter 
of packaging and packaging equipment, and will con- 
tinue in this state for some time yet. Volume of pro- 
duction and improvements on the insulating material 
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will be major factors in our decisions as to our final 
production layouts. In the meantime, the package has 
taken hold extremely well in the areas in which we 
have introduced it, and volume is increasing steadily.” 


The Production Operation 


Production of the insulated paé¢kage is relatively 
simple. In the Bowman plant, the ice cream goes 
from the continuous freezer to an Anderson Bros. pint- 
filling machine, Model 145. The pint containers are 
plain white parafhned cartons, as provided by leading 
packaging firms. Except for a notation as to the 
flavor, the standard, linerless package is unprinted. No 
printing is necessary because the overwrap carries all 
pertinent matter including flavor, brand name, and 
advertising message. | 

The filled packages are then quick-hardened and 
inserted in a sleeve-type insulator. The Bowman op- 
eration, as will be explained in greater detail later, 
differs from the Hood system at this point. In the 
Hood plant, the corrugated material is die-cut from 
large rolls with the aid of appropriate machinery. 
There are, at this writing, many diversified opinions as 
to which system is more efficient, and it is possible that 
each may have its place when such factors as size of 
plant, volume, and labor are considered. 

The sleeve-type insulator, as used in the Bowman 
plant, is furnished by the Hankins Container Com- 
pany and is made of B flute corrugated paper with an 
outside surface of bleached sulphite. The sleeves are 
similar to those used in packaging light bulbs. Each 
end of the sleeve is scored so that the sides fold inward, 
covering the ends of the inner carton, and completing 
the insulated enclosure. The seam, or taped joint, is 


fopic of the mouth 


accomplished by overlapping the outer facing sheet, 
which extends one-half inch beyond the corrugated 
member. 

Construction of the sleeve is such as to provide 
maximum insulating value, with minimum leakage. 
An added advantage is that the sleeve lends itself to 
automatic as well as hand-packing and therefore is 
adaptable for use by small and large ice cream manu- 
facturers. The sleeves come packed in standard quan- 
tities, in cartons, enabling efficient inventory control. 


Manual Insertion 


At present, the ice cream in its standard sealed car- 
ton is inserted in the insulating sleeve manually. The 
ends are then folded, and the package is placed on a 
conveyor which carries it into an automatic wrapping 
machine, developed by the Hayssen Manufacturing 
Company. Adjusted guide rails hold the package in 
place until the outer wrapper is applied. The Hayssen 
machine accomplishes this, first placing the overwrap 
around the package, and then folding the ends and 
heat-sealing them to produce a completely air-tight 
seal. The machine controls the length of wrapping 
paper electronically for each package, and is accurate 
enough so that the imprint on the overwrap paper is 
properly spaced on each package. 

The overwrap paper, heat-sealed and waxed, is fur- 
nished by the Marathon Corporation. It has a special 
coding, originally developed for frozen food packages. 
Other features are a glossy, attractive finish, imprinted 
flavor designation, and appropriate instructions to the 


ee 
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HOOD PLANT apparatus for producing insulated ice 
cream packages includes Package Machinery units that 
apply both insulating corrugated material and printed 
overwrap over filled plain container. 


> 
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consumer for handling and storing of package in the 
home. 

When the package is completely overwrapped and 
sealed, it is placed in a bag, along with seven other 
similarly wrapped pint cartons, and conveyed to the 
hardening room for storage until loading out. 

At least one Borden Company ice cream plant in- 
cludes a similar set-up for the manufacture of the in- 
sulated packages. This plant uses a corrugated, tuck- 
in ice cream sleeve provided by the Sherman Paper 
Products Corporation. Made from heavy corrugated 
kraft paper and backed with a stiff sheet of bleached 
white kraft, the sleeve is strongly lap-glued, and deep- 
scored and perforated to facilitate assembly. The 
kraft corrugated flutes, which completely surround 
the ice cream package when the sleeve is slipped over 
and sealed, hold “dead” air and provide an effective 
insulating blanket. The Sherman sleeve, like those 


of similar construction, is designed to keep ice cream 
treezer-fresh while an average shopper goes home from 


At the 


same time, the corrugations act as cushions for the 


the retail store on an average summer day. 


package, preventing splitting of the sides of the carton 
in the event of a sharp blow. 


Gseneral Ice Cream Installations 

Several General Ice Cream Corporation plants have 
also evinced an active interest in the new type of pack- 
Production is underway in this organization’s 
plants in Portland, Maine and in Boston. Features of 
these operations are the use of the Hankins sleeve and 
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age. 





CORRUGATED SLEEVE for fac- 
tory-insulated ice cream packages 
as developed by the Sherman 
Paper Products Corporation is 
shown at the left in various posi- 
tions. Beginning at the top, in 
clockwise order, the sleeve is seen 
before filling, flat and compact; 
opened, showing the cushioning 
corrugations; placing the pint 
package into the sleeve: and in 
the lower right corner, the pack- 
age prior to application of the 
overwrap paper. 





an overwrap machine built by the Globe Company. As 
each package is fed into the machine, it must pass over 
a “no package—no wrap” trigger which prevents pack- 
age jamming if the operator fails to fill the conveyor. 
The package on the elevator is raised beneath the 
waxed paper. Synchronized with this movement, the 
paper is automatically fed across the elevator opening 
and, by means of the electric eye principle, the regis- 
ter of the pattern on the paper is controlled. At this 
point, the package with the paper draped over it is 
pushed forward to the tucking area where the loose 
ends of paper are tucked and folded. After leaving 
the heat-sealing area, the package is delivered to can- 
vas cooling belts, which reshape any irregularities 
caused by sealing and chill the seal quickly. 


Trend in the Making 


Even as this is being written, advances are being 
recorded in the methods of turning out the factory- 
insulated ice cream cartons. Possibly, future opera- 
tions will do away almost completely with manual 
labor. 

Now in the making, for example, is special equip- 
ment which will insert the ice cream carton into the 
insulating sleeve, close the ends, and carry the package 
directly into the overwrap machine without the use of 
plant personnel, except those needed to keep the hop- 
pers filled with sleeves and to feed the ice cream into 
special conveyors. This will enable 
operation. 

Typical is the Sleeve Pak machine, developed by 


the Clybourn Machine Corporation, and now in the 


an automatic 
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WORK SIMPLIFICATION 


in the ICE CREAM INDUSTRY 


i n Various Ice Cream Plants 





Using 24 GALLON 


MORRIS 
LOCKTOP 


PAPER CANS 


MANUFACTURED } MORRIS PAPER MILLS ® 135 SOUTH LA SALLE ST., CHICAGO 3, ILL. 
BY 
eisai NATIONAL FOLDING BOX CO. @ NEW HAVEN, CONNECTICUT 
Also Distributed by CHERRY-BURRELL CORP. * The CREAMERY PACKAGE MFG. CO. « Branches in Principal Cities 
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experimental stage. This machine sets up the sleeve 
and inserts the package of ice cream in it. 

Also indicative of the constant striving for improve- 
ment characteristic of the development of the factory- 
insulated package is a combination machine which 
includes apparatus for wrapping the pint in corrugated 
paper, and for applying the printed, waxed overwrap. 
The corrugated paper is mounted on the floor next to 
the machine in roll form, and is fed into the machine 
to be scored and slit. The corrugated paper is then 
wrapped around the package and is glue-sealed. A 
synchronized conveyor takes the package to the over- 
wrap unit. This duel wrapping equipment has been 
developed by the Hayssen Manufacturing Company, 
which has provided the Central Ice Cream Company 
with machinery essential to the manufacture of the 
insulated cartons. 


The Hood System 
R. G. Eldridge, representing H. P. Hood and Sons, 


described his company’s method of producing the fac- 
tory-insulated ice cream package to the Ice Cream 
Fietp reporter. Ice cream goes from the continuous 
freezer into an Anderson Bros. filler and then into the 
conventional linerless pint container. From there, the 


ice cream goes through a hardening room, the tempera- 


ture in which is maintained at approximately fifty de- 
grees below zero. 

A conveyor then takes the ice cream-filled container 
to a Package Machinery Company machine that en- 
closes the pint carton in an insulating wrap of corru- 
gated material. This machine, known as Model FF, 
uses corrugated material in large rolls. It cuts the 
material from the roll, slits it for end-folds, then scores 
it and forms it neatly around the entire carton. End- 
seals are automatically applied. These hold the folded 
ends of the corrugated wrap firmly in place. Speed 





JOHN A. LESLIE, pack- 
aging engineer, has served 
as representative of supply 
and equipment firms and 
consultant to ice cream 
manufacturers in the de- 
velopment of the factory- 
insulated ice cream pack- 
age. 





of this equipment is said to be from sixty to eighty 
cartons per minute. 

From this piece of equipment, the carton goes to a 
Package Machinery Company overwrapping unit, con- 
nected with the first machine. The waxed paper is 
applied and sealed, and that completes the operation. 

The Hood organization refers to the insulated pack- 
age as its “Polar-Sealed” package. A test sale was 
conducted in Salem, Massachusetts, with favorable 
results. Expansion of the sales area to include all of 
metropolitan Boston was anticipated when this issue 
went to press. 


A New Era 


That the factory-insulated package might signal a 
new era in the packaging of ice cream was indicated by 
Mr. Eldridge’s disclosure that in the areas where the 
Hood “Polar-Sealed” package will be sold, it will re- 
place the sale of pints in the conventional linerless con- 
tainer. No additional cost to the dealer was forecast, 
and the price to the consumer, therefore, will not be 
increased. Dealer and consumer acceptance will de- 
termine how fast Hood extends this package to new 


areas, Mr. Eldridge said. 





INSULATOR SLEEVE, as devel- 
oped by the Hankins Container 
Company, is illustrated here in 
the various positions inherent in 
the packaging of the factory- 
insulated ice cream cartons. These 
sleeves are placed around plain 
paraffined cartons filled with ice 
cream. A special waxed paper 
which covers the sealed sleeve is 
then applied to complete the 
operation. 
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Wins Every Sale! 


Selling the ‘‘home-use’’ market is the 

quickest, steadiest way to boost your 

gallonage . . . offering a choice will capture 

every part of this market for you! You need all 

three sizes of ice cream packages to do a good job of selling 
every American home, whatever its storage facilities. 
These eye-catching, rectangular cartons sell themselves 
in self-service outlets .. . and the three sizes offer 

you tremendous merchandising opportunities. 

Every promotional dollar spent pays triple, for every 
home can use one or more of these sizes! 


(...sel WF —_ 


Fills Every Need! 


Supply all your customer's needs 


from bulk-size to serving-size with ice 

cream efficiently packaged in space-saving, 

self-selling linerless cartons! Marathon’'s pint linerless 
carton set the packaging standards for the industry... 
now 1s a steady, everyday seller. Marathon’'s 

half -gallon linerless carton makes bulk ice cream 

easy to sell... easy to keep on hand for everyday eating. 
Marathon's new ‘‘Individual’’ carton 

lets homemakers keep a “‘fountain”’ selection of 
individual servings in an ice cube tray. 


Open new “home” markets for your brand ice cream NOW with Marathon’'s self-selling 
linerless family of three ... bulk, pint and serving-size ice cream cartons! 


7 xe mer oon MARATHON th 


For complete information ask your Marathon Representative or write to Marathon Corporation, Menasha, Wisconsin 
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HAT is the merchandising potential of the 
W recently-developed factory-insulated ice cream 
package? 

That is a question in which ice cream manufacturers 
throughout the country are becoming increasingly in- 
terested, largely as a matter of self-preservation. In- 
dustry leaders sense the possibility of a revolution in 
the field of ice cream packaging, and, as described 
elsewhere in this issue, are studying the innovation, 
both from the production and sales viewpoints. 

To supplement its analysis of the equipment and 
materials picture, Ice Cream Fiecp has interviewed a 
representative of what is perhaps the first retail organi- 
zation to aggressively and effectively promote the fac- 
tory-insulated package. R. E. Carr of the Jewel Food 
Stores Department of the Jewel Tea Company, Chi- 
cago, recounted the experiences of his firm in its cam- 
paign to induce sales of the new type of ice cream 
package. 

A recent advertisement in a Chicago newspaper an- 
nounced the new “Igloo” insulated carton and de- 
scribed it as “another Jewel first.” This full-page, 
four-color notice focused attention on the food store 





OPEN TYPE ice cream cabinets, similar to the Weber "Display- 
Rite’ model pictured here, are installed in the Jewel Food Stores. 
Superstructure permits display of related foods. 
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chain’s brand of “Yummy” ice cream, pointing out 
that the insulated carton, illustrated in the advertise- 
ment, would keep the ice cream firm and cold “from 
your Jewel ice cream case to your home refrigerator.” 
Five flavors in pint packages were offered at a retail 
price of twenty-nine cents per pint. 


Preceding the newspaper announcement by about one 
week was a television commercial on the Jewel-spon- 
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COPELAMETIC 





... greater assurance 
of dependable ice cream cabinets 


In selecting your cabinets in these times of critical materials be doubly 
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sure of their ability to last. Of vital importance is the refrigeration 
unit. Make sure it’s Copelametic . . . the Accessible Hermetic. 


Copelametic eliminates belts, seals, manual oiling . . . 





causes of 906% of refrigeration 
failures. And Copelametic units can 
be serviced on the spot if 


the need arises. 


DEPENDABLE $2””R EFRIGERATION Y is 
COPELAND REFRIGERATION CORPORATION 


SIDNEY, OHIO 
MANUFACTURERS OF: REFRIGERATION UNITS (OPEN-TYPE AND COPELAMETIC), WATER COOLERS 
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sored weekly program, “Zoo Parade.” Both advertis- 
ing media publicized the fact that the new package 
would be available in all 156 stores operated by the 
chain. 

To date, consumer reaction to the new carton has 
been most favorable, not only because of the merits of 
the carton, but also because of the promotion with 
which it was introduced. In disclosing this, Mr. Carr 
noted that “our only challenge in consumer education 
has been the need to assure customers that, because 
of the insulation, the ‘Igloo’ carton naturally will be 
less firm to the touch than the old type carton.” 


The carton consists of a standard pint package, 
hand-stamped with the flavor of the ice cream, covered 
with a corrugated paper insulator, and a plastisene 
overwrap. Instructions on the carton direct the house- 
wife to remove the overwrap and insulating material 
before placing the inner carton in the freezing com- 
partment of her home refrigerator. 

According to Mr. Carr, the length of time during 
which ice cream will be preserved by this insulation 
“naturally” varies widely. “Certain flavors remain 
firm longer, the outside temperatures vary, and many 
other factors could influence the temperature of the 
ice cream. Although the overwrap itself indicates that 
the carton will preserve the ice cream for ninety 
minutes, we have conservatively advertised a sixty- 
minute maximum in our promotion.” 

Interest on the part of the Jewel Food Stores organi- 
zation in the factory-insulated ice cream package is an 
outgrowth of its constant search for new merchandis- 
ing ideas, Mr. Carr said. When the Caroll Ice Cream 
Company, a subsidiary of the Bowman Dairy Com- 
pany, offered the innovation for sale in Jewel stores, 
an afhrmative response resulted. Currently, the 
“Yummy” brand of ice cream, which comes only in the 
“Igloo” insulated package, is available in chocolate, 
vanilla, strawberry, neapolitan, butter pecan, and one 
special flavor each month. Standard price is twenty- 
nine cents per pint. 

The Jewel merchandising program for the factory- 
insulated package was not confined to the newspaper 
and television advertising cited above. Point-of-sale 
displays in wide variety were employed in all stores. 
Also, a special bulletin, issued a few days before the 

(Continued on page 38) 





DISPLAY INSTALLED in Jewel Food Store window called atten- 
tion to the new ‘Igloo’ insulated ice cream package and to Safe- 
T cones and cups (top photo at the left). Another point-of-sale 
device used to stimulate sales of the new package was a canopy 
arrangement, located strategically in the ice cream section (center 
photo). A close-up of the canopy is seen in the bottom photo. 
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TESTING Tells the Tale! 


Pick BUTTER BRICKLE*, the big fourth-place flavor-winner, and you'll 
make more money! 
Starting from modest test runs, BUTTER BRICKLE Candy Flavored 
Ice Cream has won its place up there with the “big three” flavor 
leaders month after month, year after year. Substantial manufac- 
turers in many areas have made BUTTER BRICKLE an a//-year fourth- 
ed, fee Mers, u, Cf with, or-better seller. Names on request. Use the coupon below and 
beloy, “” make the test that will show you the way to bigger volume and profits 


FREE ADVERTISING HELPS 


For your test run On BUTTER BRICKLE Candy Flavored Ice Cream 
you are provided enough beautifully lithographed full-color posters 
to show in stores where test sales are being made. When you expand 
to full-territory coverage you get not only free posters, but recorded 
radio spots and choice of excellent newspaper ad mats. Start now 
—watch BUTTER BRICKLE sales and profits climb all season. 


“MADE BY ICE CREAM MAKERS FOR ICE CREAM MAKERS" 
*BUTTI R BRIt AL! t@ the exclusive Trade Mark of Fenn Bros... ] me a 


r-------------- 
I 
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FENN BROS., INC., SIOUX FALLS, SOUTH DAKOTA 


Please ship one 10-pound tin of FENN’S BUTTER BRICKLE Candy Ice Cream | 
Flavoring on money-back guvorontee. Price 58 per pound, F. O. B. Sioux 
Falls, S. D. 


FOR 10 LBS.- FIRM 
ENOUGH FOR ADDRESS 


CITY ZONE STATE 
LLON 
{7 GA VW os (Title) 
TRIAL 4 NOTE: Regular 27-pound tins of BUTTER BRICKLE sell for 53¢ per pound. 


On orders for 4 tins (108 Lbs.) or more, freight will be prepaid to any | 
point in the U. S 


a SATISFACTION... OR MONEY BACK c-8 
—_ 
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ie this centennial year of the ice cream industry, it 
is singularly significant to note the tremendous in- 

crease in ice cream purchases at the consumer level 
for take-home use. This has been brought about, ap- 
parently, by four basic developments. 

Back in the early 1930's, one of the significant fac- 
tors was the development by the paraffine carton indus- 
try of a linerless, direct-fill type of ice cream package. 
This resulted in lower packaging costs and increased 
efficiency. 

The steady increase in ice cream package sales was 
sugmented in the early 1940’s by two factors: the war- 





STOCK PRINT gallon and half-gallon packages, and special print 
half-gallon as created by Sutherland Paper Company are illus- 
trated at the left. 





PRUGRESS IN 
ALBAGING 


BY J. T. KIRKPATRICK 


Sutherland Paper Company 
Kalamazoo, Michigan 


time economic situation and the development of the 
home freezer. These factors, plus the advent of the 
frozen food compartment in the domestic refrigerator, 
encouraged the housewife to keep supplies of pack- 
aged ice cream on hand at all times. 

This was followed in the latter part of the 1940's by 
the development of specialized equipment to set up, 
fill, and close the linerless type package automatically, 
with resulting lower costs. 

During this period, there were many basic changes 
in the thinking of the of the ice cream manufacturer as 


(Continued on page 62) 





BEFORE AND AFTER sequence illustrates 


progress made in ice cream packaging. tons as used in 


Below, at the left. is a view of two car- 
1936. 


featuring flavor 
as used today. 


cartons 
by color, 


pictured four 


At the right are identification 
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ce Cream 


A. Yes. Stabilize with SPA,* the gelatin created 
especially for ice cream. SPA is uniform, year in and 
year out, whicb helps make up for variations in other 
ingredients that affect viscosity. 


A. 


How can l keep my ice cream from becoming 
sand y ? 


A. ee oe 
there a way to prevent sharp, gritty ice : Shock may cause water to separate from the 
om formina? ice cream “bubbles” and form ice. SPA helps resist 
shock, and less water can escape. 


A. 


How can I prevent flavors from “locking” or 
“freezing in’? 
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QUARTER-PINT PACKAGES of ice . JERSEYMAND 
cream have been merchandised with a 
great success in California super (F CREA 
markets by Jerseymaid Milk Products 

Company of Los Angeles. At the 
right is pictured a typical mass dis- 

play of the single-service packages in 

@ Hussmann cabinet. The “disorder” 

may very well be intentional as 

studies have shown that consumers 

often are reluctant to disturb neat 

displays. Below is illustrated the fill- 

ing and packaging operation of the 

quarter-pints. 











Packaged Versatility 


N August 17, 1950, Jerseymaid Milk Products 
() Company, of Los Angeles, introduced its new 

quarter-pint single-service ice cream package in 
the greater Los Angeles area. Stores operated by six 
local super-market chains, Alexander Markets, Carty 
Bros., Fitzsimons Thriftimart Stores, Market Basket 
Stores, Roberts Public Markets and Von’s Grocery 
Company, served as outlets for the new package. 


To date, according to W. John Thiessen, President 
and General Manager of the company, the firm has 
added approximately 25,000 gallons of ice cream sales 
to its already substantial ice cream business, and this 


[aa | 
Gat 4 


gain has been attributed to immediate consumer ac- 
ceptance of this exclusively self-service package. The 


package is sold in cartons of one dozen quarter-pints 
each, especially suitable for home freezers. Individual 
servings also may be purchased. Each flavor is packed 
in a characteristic colored carton. The cartons are 
manufactured by Marathon Corporation and filled on 
a Pure-Pak Model SP automatic ice cream packaging 


machine made by Ex-Cell-O Corporation. 


In August, 1950, the firm sold 1,778 dozen of these 
packages. Subsequent figures, expressed in dozens, at- 
test to the consumer appeal inherent in the innovation: 
September, 5,717; October, 6,922; November, 5,771; 
December, 5,757; January, 6,819; February, 7,301; 
March, 9,681; and April 9,291. Needless to say, the 
firm anticipates an even higher monthly ratio during 
this year’s warm weather months. 

First designed with the idea of creating a versatile 
package for individual servings, some of its other con- 
veniences to the consumer were described by Mr. 
Thiessen as follows: Space-saving in housewife’s re- 
frigerator; may be eaten with a spoon directly from the 
package; handy for children—enables them to make 
their own ice cream cones, homemade sodas, sundaes, 
root beer floats, etc. Since many members of the family 
like different flavors, the quarter-pints now are packed 
in vanilla, chocolate, strawberry, English toffee, cherry 
nut and butter pecan, and will soon be packed in a 
carton of twelve mixed flavors. 

“We feel that this container has a very good future 
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SLEEVES AND ROLLS FOR 


PROTECTIVE INSULATION 


Used for many years in the food and bakery fields! Now 
perfected for use for ice cream! Corrodek is the perfect 
low-cost protective thermal package for ice cream car- 
tons. The protective corrugations surround the ice cream 
with trapped air and keep it freezer cold. Tests have 
shown ice cream packed in Corrodek protection stay solid 
for hours out of the freezer. Get behind this new ice 
cream packaging method, — more and more customers 
are demanding it! Costs less than one-third of most of 
the insulating packages now on the market. Sherman 
Corrodek is immediately available in sleeves and rolls 
to fit automatic machines or manual packaging methods. 


WRITE DEPT. F-8 
FOR FREE SAMPLES OF 


ICE CREAM SLEEVES she G, 7; f 7, CE, 7) i, 
PAPER PRODUCTS CORPORATION 


156 OAK STREET, NEWTON UPPER FALLS 64, MASS. 
ATLANTA CHICAGO NEW YORK LOS ANGELES 
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and we are enthusiastic about the great part it will 
play in merchandising ice cream from super market 
ice cream cabinets,” Mr. Thiessen commented. 

The promotion so far has consisted of newspaper 
ads and radio spot announcements. Put plans are now 


under way for a unique TV cartoon commercial, to 


ICE CREAM, CUSTARD MIX . 


Convenient, 





PACKAGING MACHINE, pictured at the left, is capable of 
handling 3.2 to 6-ounce servings and is used by Jerseymaid in its 
quarter-pint operation. Ex-Cell-O Corporation manufactured this 
automatic equipment. 





sanitary 


This TV commercial 
will consist of a fast-moving sixty-second program of 
animated characters, each signifying a Jerseymaid 
product and the Jerseymaid trademark, the milkmaid. 


be released early this summer. 


Jerseymaid is also sponsoring “Luncheon is Served,” 
4 program designed for service clubs as a means of rais- 
ing funds. This program provides an opportunity to 
feature various Jerseymaid products. 


The Jerseymaid Milk Products Company was estab- 
lished in 1936, as distributors (and processors) of 
dairy products, eggs and frozen foods. The company 
entered the ice cream business in April, 1948, introduc- 
ing two grades, Gold Medal Catering (top quality) 


and Jerseymaid Catering, in twenty-two flavors. 


This business has shown consistent growth—sup- 
plemented now with the additional gallonage the four- 
ounce package has brought during the past nine 
months. Jerseymaid pioneered this package for home 
use, and it is not to be confused with other units of 
smaller than pint size. 


. WHEN YOU WANT IT 


storage at 


properly controlled 36 -38 temper- 


ature. 


Be flexible and prepared for 


varying demand by storing in La 


Crosse mix coolers. 


Quality assured by reducing freezing time of mix stored 

in beautiful white enamel well insulated cabinets. .. . 

Hi-Boy holds 4-10 gal. mix cans plus 

room on shelf for small conta’ ners. 

ALSO WALK-IN COOLERS 

FOR LARGER STORAGE 
FACILITIES. 


WRITE 


G) 


LA CROSSE 





Reduce freezing power costs and time by holding mix at 
proper temperature in Lo-Boy. Unexpected demand no 
longer a problem and more sales will re- 
... 2, 3 and 4 door models 


for 4, 6, and 8-10 gal. can ca- 


sult. 


pacities. Available in same 
finish and insulation as 


Hi-Boy. 


COOLER CO. 


LA CROSSE, WIS. 
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THAT’S ALL RIGHT 
eee FOR AN ELEVATOR 


The elevator gets business by going up one trip and 
down the next. But here at Vanilla Laboratories, we feel 
we should be out of business if the quality of our Vanilla 
went up with one shipment and down with the next. 


That's one reason why, when we have once found a 
Vanilla that satisfies our customer, we take the utmost 
pains to see that every shipment is exactly like the first. 


In fact, we guarantee that the quality of every customer's 
Vanilla will be uniform throughout the life of his 
contract—and you can bet our customers know what 
that means to them. 


0 


LABORATORIES, INC., rocnester, nv, 


BLENDS © CONCENTRATES © POWDERS 
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MODERN PACKAGING is exem- 
plified in the cellophane-windowed 
boxes which contain Newly Weds 
Baking Company lice Cream ‘N 
Cake Rolls (above). At the right is 
a view of the uniform Sealtest ice 
cream packages, as created by 
Bloomer Bros., Container Corpora- 
tion of America, the Marathon 
Corporation and the Sutherland 
Paper Company. Below, left, is the 
standard Duncan Hines ice cream 
container as manufactured by Lily- 
Tulip Cup Corporation. Below, 
right, is the new Dixie Cup Com- 
pany five-ounce package which 
Foremost ice Cream Company 
dealers are retailing for ten cents. 





foptc 
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A Pictorial 
Presentation 
U{ Contemporary 
Packaging trends 





HALF-GALLON containers, in polka 
dot style, have been created by the 
Continental Can Company (see 
photo, above}. Sales of packaged 
ice cream are helped frequently 
by the distribution of insulated 
bags, such as those produced by 
the Jiffy Manufacturing Company 
and Whitney Bros., Inc. Appropri- 
ste signs affixed to display cabinets 
(see photo, right) advertise the 
availability of the bags. Below, 
left, is an American Paper Goods 
Company cup designed for a Coble 
Dairy ice milk product. Below, 
right, are three of the Borden Com 
pany's current Bloomer Bros. pack- 
ages. 
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PLASTIC-COATED pint packages, as 
developed by the Cealright Company, 
are filled in the plant of Pierre's 
French Ice Creams Company, Cleve- 
land. Richard Bassett, Secretary- 
Treacurer, and one of the firm's 
founders, is at the left in the adja- 
cent photo. Below is shown the same 
type of Nestyle container as placed 
on the market by the Emmadine 
Farms organization of New York. 
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Plastic - Coated Packages 


HAS produced a significant develop- 
ment in ice cream packaging—the re- 


‘ ( as -, 
| ) y | 
lease to the trade early in the year of 


a plastic-coated ice cream container. 

A number of the larger ice cream companies—sev- 
eral of whom commercially tested the new container— 
znd many smaller manufacturers already have con- 
verted at least part of their production to the new 
piastic-coated container. These manufacturers found 
tliat the container helps solve the shrinkage problem in 
ice cream storage and offers a neat, smooth-spconing 
proposition to the consumer. 

Some of the manufacturcrs have already recorded 
that they were able co fill out their production schedules 
during the slack early part of the year because they 
were able to store the ice cream in the new containers 
with confidence that the quality would held These 
companies have reported that their confidence and re- 
sulting new production policies have been justified. 

In this connection two representative ice cream 
manufacturers sma!l—were 
queried by Ice Cream Frecp for this ;ackaging issue 
about their experiences with the plastic-coated package. 


—not so large, not so 


These were Emmadine Farms Dairy, Inc., of Beacon, 
White Plains, and Poughkeepsie, New York, which 
started manufacturing ice cream products in February, 
1949 and has built annual gallonage from zero to 
00,000 in 2", years, and Pierre’s French Ice Creams 
Company, which has expanded trom a family freezer 
beginning into a flourishing business in Cleveland, 
Ohio. Both of these companies have based their suc- 


34 


cessful bids for business on high quality. Their spokes- 
men were: James I. Daley, general manager of Em- 
madine Farms, Inc., and Richard Bassett, Secretary- 
Treasurer of Pierre’s French Ice Creatns 

Mr. Daley said: “We introduced our ice cream in 
February, 1949 with intensive radio and newspaper ad- 
vertising and announcement notices distributed to all 
our retail milk customers. 

“We endeavor to make our product a better quality 
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DEPEND ON ATLAS CERTIFIED 


Industry's STRENGTH, UNIFORMITY AND BRILLIANCE 


combined with MAXIMU™M SOLUBILITY are 


Standard the qualities which make Atlas Colors 
* _—s industry's first choice. 
for 


For samples, information or special 


100 Years counsel, write us direct. 


FIRST PRODUCERS OF CERTIFIED COLORS 


GHASTARMM ¢ COMPANY Enc. 


ESTABLISHED 1851 
89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO I oe DISTRICT BLVD., LOS ANGELES Il 


ATLANTA + BALTIMORE » BOSTON + CINCINNATI = CLEVELAND + DALLAS + DETROIT + HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.+ MINNEAPOLIS + NEW ORLEANS - OMAHA + PHILADELPHIA - PITTSBURGH + ST. LOUIS » SAN FRANCISCO 
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than the average commercial ice cream. This we achieve 
by making our own mix from fresh dairy products re- 
ceived from our milk plant daily. We are interested 
in the market and, therefore, 
started packaging only in the round Nestyle because it 


is an airtight container which reduces shrinkage and 


premium ice cream 


gives consumers packaged ice cream with that hand- 
packed bulk goodness. We also package ice cream in 
bulk 2!',-gallon cans, bulk one-gallon cans, round '- 
gallons and Philadelphia pints. 


Point-of-Sale Program 


“We merchandise our accounts with point-of-sale 
material such as streamers, posters, window and foun- 
rain displays, etc. All point-of-sale material is changed 
nionthly to introduce our monthly flavors and special 
leatures. 

“We recently joined the Quality Chekd Ice Cream 
Association in order to have an independert laboratory 
to control the quality, purity, and excellence of flavor 
in our ice cream and to have distinctive advertising 
material. 





POINT-OF-SALE exploitation of the new plastic-coated package, 
as sponsored by De Courseys Ice Cream Company of Kansas 
City, Missouri, is illustrated in the photo at the top of this page. 
This striking counter display measures 26'» inches high by 17'2 
inches wide. 
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“When we started the Quality Chekd program we 
used a coupon to introduce our new plastic-coated 
package and our trademark. The coupons were dis- 
tributed through our retail milk customers, who re- 
deemed them through outlets. Widespread consumer 
acceptance of our ice cream product in the new pack- 
age resulted. The Sealright Company, incidentally, is 
responsible for the development of this new container. 

“The current year’s output will be about 300,000 
gallons. The plant, which is equipped with modern 
machinery throughout, including two 150-gallon freez- 
ers, one 300-gallon freezer and one batch freezer and 
the latest packaging machine, is capable of producing 
over 500,000 gallons annually. 

Dick Bassett, Secretary-Treasurer of Pierre’s French 
Ice Creams of Cleveland, traced the history of the 
firm’s business, with accent on packaging, as follows: 


A Family Affair 


“In 1934 a family consisting of father and mother, 
son and daughter-in-law, started in the ice cream busi- 
ness with a small amoun: of capital, large technical 
experience, and a large amount of will-to-work. This 
was Mr. & Mrs. Al and Mr. & Mrs. Dick Bassett. 

“In line with our policy, the finest in freezing equip- 
ment available at that time was purchased. Also a high 
butterfat mix was decided upon from the start, to- 
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gether with fresh fruits and nuts and the finest of 
vanillas and other flavorings. 

“In view of the fact that our Pierre’s French Ice 
Cream sold for about twice the price of the average 
commercial ice cream at the time, the going was not at 
all easy. Consider the date—the mid °30s. Further- 
more, the Cleveland market had been misled into the 
notion that packaged ice cream was cheap ice cream. 
That is the way it had been, up to that time. 

“We saw the fine future in a good pre-packaged ice 
cream and steadfastly refused to hand-pack a single 
pint of ice cream for take-out purposes. This policy 
was adhered to all the while we were in the retail busi- 
ness. 


Expansion 


“After some eleven years in the retail business it 
became evident that Pierre’s was to have a place in the 
eating minds of an expanding number of discerning 
Cievelanders. Therefore, in 1945 the retail business 
was sold and we erected a modern bullding at E. 23rd 
Street and St. Clair Avenue, Cleveland. 

“Manufacturing a French ice cream, our business 
las been good enough to necessitate doubling of our 
facilities in six years of wholesale manufacturing. 

“Packaging has had first consideration in our mer- 








OTHER ALPHA FAVORITES 


chandising plans. We have come to settle on Sealright 
containers for both packaged and bulk ice cream and 
have advanced irto the new plastic-coated bulk con- 
tainers, half-gallons and now the new-type Nestyle. 
We had been using the standard Nestyle for some 
years. 

“We found that the Nestyle fitted in with our quali- 
ty product perfectly. The consumer must have thought 
so too, because we have noted during a certain test 
period in a test market that Sealright pints have sold to 
a greater volume by 33 1/3 per cent than that expert- 
enced with any other type of container. All the ad- 
tances made in lacquering and plastic coating have 
been adopted immediately upon their introduction and 
we have found them to be advantageous to sales and 
feel that they have glorified and helped to give our 
products the distinction we think they are entitled to.” 

President Al Bassett of Pierre’s adds this word to 
son Dick’s analysis: ““The steady growth of this busi- 
ness is due to our faithfulness to a quality product 
and to keeping abreast of the times in packaging our 
product. Going along with all advancements in pack- 
aging, particularly the new plastic protection, has 
served to put us in the class where we feel we belong.” 
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waamerwoors | ALPHA  WEAVE’’ 


PURE VANILLAS 
VANILLA CONCENTRATES 
DOUBLE DUTY CHOCOLATE 
BUTTERSCOTCH CONCENTRATES 
FLAVOR SPECIALTIES 
FOUNTAIN SYRUP CONCENTRATES 
AND TOPPINGS 
MARASCHINO CHERRIES 
STABILIZERS 
CERTIFIED FOOD COLORS 


and ATTRACTIVELY PRICED 


A Complete Line of Flavoring 
Extracts 
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Specifically processed to serve ice cream 
manufacturers’ 4 distinct purposes: 


As the weave in variegated ice cream. 
As a topping for walk-away sundaes. 
For tart centers. 


4. For ice cream pie fillings. 


ALPHA’S WEAVE will not freeze or crystallize or bleed. Easily incorporated 
into the ice cream. 


WRITE FOR DETAILS 


Ce eta MED ELLER PLANE LILLIE 











“Igloo™ Carton 








new package was placed on sale, apprised store em- 
ployees of the forthcoming promotion and urged their 
cooperation 

Introduction of the package to store personnel was 
indicative of the thoroughness which marks the ad- 
ministration of Jewel Food Stores. A few days before 
the “Igloo” sale began, two sample pints were dis- 
tributed to each store for the inspection of clerks and 
managers. Features of the new package were outlined, 
as well as the promotion material being planned to help 


sales. 


Promotion material, delivered to each store on the 
first day the “Igloo” package was placed on sale, con- 
sisted of a complete point-of-sale advertising kit. Win- 
dow displays included an electric gimmick showing a 
clown leaning on a television set, with the pseudo-set 
and the clown’s nose flashing on and off. Also designed 
for window installation was a twenty-four by sixty-inch 
sign which told the “Igloo” carton story and featured 
twelve four-color lithographed decals illustrating num- 
erous ways of serving ice cream. 

For attachment to ice cream cabinets in the stores, 
another electrical contraption was included in the kit. 
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This featured a clown, whose nose flashed on and off, 
holding ice cream cones. Another in-store display was 
a canopy arrangement which also called attention to 
the availability of the insulated package. 

Supplementary advertising devices include a black- 
and-white, full-page newspaper advertisement, addi- 
tional television commercials, and magazine advertise- 
ments. 

In commenting on other aspects of the Jewel Food 
Stores’ ice cream program, Mr. Carr said that the firm 
does not use tie-in sales in promoting gallonage. “We 
do, however, display ice cream toppings and ice cream 
cones near our ice cream cabinets and have noted with 
satisfaction that as our ice cream sales increase, the 
sales of these related items also increase.” 


Concluding the interview, Mr. Carr reported that 
“the sales of ice cream through food stores vary less 
than five per cent from month to month, in sharp con- 
trast with the sales through traditional outlets. This 
permits us to distribute ice cream more efficiently than 
a highly seasonal operation would.” 

Ice cream sales at the Jewel Food Stores increased 
slightly last year, despite a decrease in industrywide 
gallonage figures. Thus far in 1951, sales have in- 
creased “substantially” over last year, Mr. Carr said, 
and there is reason to believe that rie advent of the 


factory-insulated package is somewhat responsible. 
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vse BLANKE-BAER 


Danay 4 Tree 


A 


Give your Banana Ice Cream the real fresh, 
ripe banana taste that wins enthusiastic 
praise and repeat sales. Blanke-Baer 
Banana Puree is made from ripe bananas 
and sugar—no artificial color or flavor add- 
ed. Pasteurized to aid in obtaining a lower 
bacteria count in your lce Cream. Order now. 


BLANKE-BAER 


EXTRACT AND PRESERVING CO. 
3224 S. KINGSHIGHWAY « ST. LOUIS 9, MISSOURI 
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*Kashion Show” 


Ice cream fashions of the day—dietary fashions, that is— 
were presented June 26 in a unique “style show” sponso-ed 
by Horton’s Ice Cream at the Essex House, New York City. 
The event marked the 100th anniversary of James Madison 
Horton’s entry into the dairy business ‘n New York City, as 
well as the ice cream industry’s Centennial. 

Horton’s Ice Cream Centennial Fashion Show pointed up 
hew ice cream, once a rare delicacy available only to the 
fashionable, has become the height of dietary fashion with 
Americans of all ages. The show featured new and delight- 
ful food creations ranging from “ice cream a la ice cream” to 
tantalizing combinations of ice creams and luscious fruits now 
so plentiful on the market. 


Today’s 1 


ot a Baltimore dairyman’s ingenious solution to a surplus 


-billion-dollar ice cream industry 1S the result 


cream problem, guests at the novel fashion show were told. 
Jacob Fussell fathered the industry by starting the country’s 
first ice cream plant in Baltimore in 1851. 


That ice cream is such a low-cost food and so widely avail- 
able to everyone can be traced back to James Madison Hor- 
ton, whose name and product have lived in New York City 
tor 100 years, according to Howard J. Dirkes, President of 
Horton’s Ice Cream. Mr. Horton, who started in the local 
dairy business with capital of $100, put ice cream on a real 
mass production basis by replacing slow hand freezers with 
steam-operated equipment. Horton’s is also believed to be 
the first to pasteurize and homogenize its ice cream mix. 
When the Horton Ice Cream Company became a part of 
Rorden’s Pioneer Ice Cream Division in 1928, the Horton 
name was so well established that it has been retained ever 


since. 





ELAINE COURTNEY, a Borden secretary, supplies a 100-year-old 
solution to the hot weather problem. It comes in cones, fixed 
as a party bouquet, or it can be a real head-cooler—a hat made 
of ice cream. The ice cream chapeau is the creation of Horton's 
lce Cream which celebrated its centennial June 26 with an “Ice 
Cream Fashion Show’ in the Essex House, New York City. 
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YOUR MOLD 
EQUIPMENT 
RECONDITIONED 


LIKE NEW! 


® No material shortages to worry about. 





© Save money by reconditioning. 





Let Spear recondition, repair, and retin your 
present equipment. Your old molds and stick- 
holders will be returned as good as new. All 
damaged or broken parts replaced. All work 
guaranteed. 
MANUFACTURERS OF ICE CREAM 
EQUIPMENT FOR THE PAST 30 YEARS 


SPEAR tna 


UTILITIES CORP. 


126 Atkins Avenue Applegate 7-4313 Brooklyn, N. Y. 








arnalion Provides the Answers 


AS one of numerous services to its ice cream deal- 
ers, Carnation Company recently placed at their 

disposal clear and concise answers to questions 
frequently posed by curious ice cream purchasers 
bethered by the many misconceptions existing in the 
general public’s mind regarding the composition of ice 
cream. The information was contained in the July 
issue of the Carnation Mixer, monthly dealer publi- 
cation issued by the company. 


“In presenting this material,” the introduction noted, 
we will try to use terms that will be understood by 
the average customer, and to avoid the use of technical 
language. We believe that your customers will buy 
more ice cream if some of the ‘mystery’ is cleared 
away....- 


The questions and answers tollow: 


What ingredients are used in making ice cream? 


Ingredients used in making ice cream include butter- 
fat. milk and milk-solids-not-fat, sugar, flavoring, and 
a small amount of stabilizer. 


40) 


What are milk-solids-not-fat? 


If the water and the butterfat were removed from 
whole milk, the remaining solids would be classified as 
“milk-solids-not-fat” or Technically, 


serum solids are composed of casein, albumin, globulin, 


“serum solids.” 


lactose, milk salts and traces of other non-fatty con- 
stituents. “Milk-solids-not-fat” is sold commercially 
end is known to the general public by its non-technical 
tame, “dried skim milk.” 


What is “stabilizer,” and why is it used in ice 
cream? 


“Stabilizer” is the gelatin or similar material used in 
manufacturing ice cream. Gelatin or a similar sta- 
bilizer is used in commercial ice cream just as egg yolks 
are used in French ice cream and in some homemade 
ice creams to produce a smoother texture. Contrary 
te popular belief, stabilizers do not make ice cream 
“whip up” more. In fact, they tend to retard the whip- 
ping ability of the ice cream mix. 


(Continued on page 44) 
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FOR HIGHER PROFITS 


ot te ARa PRET 







SERIES 50 
Note the firm body of these Eskimo cones, even after ice cream bas CONTINUOUS 


been pumped directly from CP Continuous Freezers through the 
filling bose. DeCoursey Creamery Co., Kansas City, Kansas. 
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f U Finpose FREEZER 


It's not just rated capacity that counts in a freezer. It's how much 
of that capacity you can use continually for a// kinds of products 
that’s important. That's exactly where CP Series 50 Continuous 








Freezers can help you make good ice cream more profitably! 
CP Freezers practically eliminate idle freezer time. The same 
CP Freezer you use for bulk ice cream can be switched in quick 
succession to package or novelty output. A simple adjustment is 
all that’s needed for accurate control for any degree of stiffness — 
Roll endian ttt from the very firm body so desirable for bulk, package and 


Series 50 Continuous factorv-filled cones to the softer ice cream for bars and other 
Freezers perform : 


with equal efficiency. 

. E. blige ambi All CP Series 50 Freezers have the famous CP “King Size” 
Cylinder that provides greater refrigerated area. “Level Edge” 
Stainless Steel Blades and s/ow-speed dasher action both contribute 
importantly to better freezer performance. 

CP Serie 50 Con- This is the time to start planning for greater efficiency and 


novelties. 


higher profits for next season. Act now to get your freezer opera- 





tions on a rock-bottom cost basis before the next peak period 
rolls around. Tell your CP Representative you want complete 


factual data on CP Series 50 Continuous Freezers. 


at right and T. 
Schwerdifegen, 
Plant Supt. 


THE Crcamecey / ecteage MFG. COMPANY 
General and Export Offices: 1243 W. Washington Bivd., Chicago 7, Illinois 
Branch Offices in 21 Principal Cities 


CREAMERY PACKAGE MFG. CO. oe ty =e LTD. a CREAMERY PACKAGE MFG. COMPANY, LTD. 
267 King %., West, Terente 2, O Mil Green Road, Mitcham Junction, Surrey Engiend 





iA =| 12 Cu. Ft. Open Top 


~ ee Cream Merchandiser 


Here is the finest, coldest and best looking Open 
Top Ice Cream Merchandising Cabinet available 
with more capacity for your dollar, too. For Ice 
Cream Merchandisers—cabinets that really Sell 
Ice Cream—Look to Schaefer 





Schaefer Ice Cream Cabinets, Clearview Merchandising-Display Cabinets, Pak-A-Way Home and Farm Freezers. 
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4 Color Kodachrome Picture 
Floodlighting Superstructure 


Refrigerated Partitions 
Product Price Strips 


Full Length Top Opening 
for More Sell-Ability 


DELICIOUS Ice CREAM, 


600 PINTS 
AT - 
ONE FILLING <« 


SELLS MORE 
ICE CREAM 


Immediate 
Delivery from 
Warehouse 
Near You 


KEEPS 
ICE CREAM 
HARD 


COMPELS 
CUSTOMER 
ATTENTION 











FOOD 


Vanilla Ice Cream 
Angel Cake 

Sugar Cookies 
Apple Pie 

Baked Apple 
Chocolate Cup Cake 
Brown Betty 

Rice Pudding 
Custard 

Chocolate Pudding 
Fruit Cup 

Lemon Sherbet 
Milk 


cup 
cup 
cup 
cup 
cup 
cup 
glass 





SERVING 
100 Grams (approximately 3'.) ounces) 
1/10—10” cake 


" diameter 


CALORIES 


188 
300 
100 








Is cornstarch, used in the manufacture of ice 
cream? 
Positively not. Cornstarch is never used as an in- 
gredient in the manufacture of commercial ice cream. 
The grainy texture sometimes found in ice cream can 
be due to any of several causes, but it is most fre- 
quently caused by Any 


fahrenheit will affect 


temperature fluctuations. 
change in temperature above 0 
the texture of ice cream. Even the best ice cream can 
be ruined by allowing it to get near the melting point 
and then re-freezing it. This is true whether the tem- 
perature change occurs in the delivery truck, in the 
dealer’s ice cream cabinet, in the customer’s refrigera- 
tor, or anywhere else in the ice cream’s journey from 
the freezer to the ultimate consumer. 

Flow does commercial ice cream differ from home- 
made ice cream? 

In general, commercial ice cream is superior to home- 
made ice cream for three main reasons: First, the pro- 
duction of commercial ice cream is carefully controlled 
throughout the entire process of mixing ingredients 
and freezing. Highly-trained specialists use scientific 


laboratory methods to insure quality ingredients, proper 


balance ot ingredients, correct freezing temperature, 
etc. 

Second, all ingredients in the ice cream mix are care- 
fully blended, and then they are pasteurized and ho- 
mogenized (with the exception of fruits and nuts, 


which are added at the freezer). The process of ho- 
mogenizing, like the process of homogenizing milk, 
breaks up the fat globules into minute particles, and 
insures that the ice cream will be uniform throughout 
the entire run. 

Third, a high percentage of all commercial ice cream 
is now produced in modern continuous freezers. Ice 
cream mix is introduced in one end of a freezing cham- 
ber, and within five to fifteen seconds it is frozen and 
drawn off into packages or bulk ice cream containers 
at the other end of the freezer. Using a continuous 
freezer results in smoother ice cream. 


Why does hand-packed ice cream cost more than 
factory-packed ( packaged ) ice cream? 

Dealers sell hand-packed ice cream at a higher price 
per pint or quart than factory-packed (packaged) ice 
cream because their total cost for a pint or quart of 
hand-packed ice cream is greater than the same unit of 
factory-packed ice cream. In hand-packing ice cream, 
the air cells are compressed just as they are compressed 
when bulk ice cream is dipped with an ice cream dipper. 
As a result, the average dealer realizes a yield or re- 
turn of only five pints of hand-packed ice cream from 
2 gallon of bulk ice cream. The dealer doesn’t lose 
any ice cream in this manner, but he gives the customer 
more ice cream in a pint or quart and consequently 
has to charge a higher price for it. The customer pays 
more, but he gets more ice cream for his money. The 


PUNE MOC aCAN FILLER 


A major development in the field of filling city delivery type 
cans. Simple shift ratchet adjusts position of stainless steel lift 


trays for 1, 2 or 3 gallon cans. 


By a special adaptation this 


Filler can be used to Fill the disposable 5-gallon can supplied 


for Navy and shipboard milk. 


Welded stainless steel supply 


tanks, and rugged frame construction of heavy pipe or stain- 
less steel give the McHale Small Neck Milk Can Filler the sturdi- 


ness needed in this type of equipment. 


Made in 2, 3, or 4 


valve sizes. 


McHALE MANUFACTURING CO. 


3200 EAST MINES AVENUE, LOS ANGELES 23, CALIFORNIA 
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Ice Cream Sales Are Going 


To Build Gallonage... 
A Complete Production 


Plan and Merchandising 
Program For 


“Factory-Filled” Cones 


Paper Goods ..Bags & Cups 


} Colorful Nutty 

; Buddy and Sky-Hi 

bags with sales- 

making premium 

plan (optional— 

no charge) and 

Sky-Hi paper cones are 

available for quick delivery 
at money-saving prices. 


aN eS MS 





A complete, labor- Z 
. _ 


saving, money- 
making production 
set-up is ready to go to Yes! Ice Cream sales are going sky-high with 
work on your Sky-Hi and 
Nutty Buddy Cones. Let ane ) 
us help set up your pro- | | The Honey Roll Sugar Cones are baked just 

duction line on an eco- | right...crisp and sugar-sweet... coated with 
nomical basis. | 





these two factory filled ice cream cone favorites. 


Ra ARO TO it Fal Oe Rb tL NOE ARS MELE Sg 


a delicious blend of chocolate that seals in the 
flavor and keeps the Honey Roll Cones crisp and 
bakery fresh before and after filling with ice cream. 
You'll like Coated Honey Roll Sugar Cones 
y Your production department will appreciate the 
Colorful window lab d P - 
posters — streamers — abor and money-saving equipment and production 
and full color decals ideas available. The quick efficient service from all 14 
are available at no Flare-TOP/Eat-It-All Bakeries. Your sales department 
charge to Nutty will appreciate the sales-making features of colorful 
_ Buddy-Sky-Hi users. PI . — — vecchineell 
There’s a size and Sky-Hi and Nutty Buddy point-of-sale material. Your 


shape that will do a customers will enjoy Sky-Hi and Nutty Buddy quality 
selling job for you 


They are TOPS in every way. 
and your dealers. 


=... 
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ou Get Set Now For A Big on — Write For Details 


FROM COAST-TO-COAST THERE ARE 15 BIG Flauorived 
TIVITIES TMT t® oakeres (5 


IN THE EAST... MARYLAND BAKING CO., Beltimore 30, Moryiond; EASTERN BAKING CO., Chelsea 50, 
Massachusetts; EAGLE CONE CORP., Breoklyn 5, New York; KEYSTONE CONE CO., Pittsburgh 12, Pennsyivenia. 


IN THE SOUTH...GULF CONE CO., Dalles 1, Texes; MARYLAND BAKING CO., of Ationte 3, Georgio; 
MARYLAND BAKING CO. of the Corolines, Charlotte 6, North Caroline. 


IN THE MIDWEST . . . NORTHWEST CONE CO., Chicoge 9, Illinois; CRISPO CAKE CONE CO., St. Louis 4, 
Missouri, NORTHWEST CONE CO., of Detroit 7, Michigan; LANIER CONE CO., Cincinnati 2, Ohie. 


ON THE PACIFIC COAST. . . MARYLAND-PACIFIC CONE CO., Ockiond 8, Colifornie, PACIFIC 
COAST BAKING CO., Los Angeles 21, Californie; MARYLAND-PACIFIC CONE CO., of Oregon, Portland, Oregon. 


IN CANADA... 1MPERIAL CONE CO., London, Onteric FLARE-TOPS, BOX 2004, CHICAGO 9, ILL 








customer actually pays about the same price for each 
cunce of ice cream whether he buys it in a factory- 
packed package or in a hand-packed carton. 


How does bulk ice cream differ from packaged 
we cream? 

There is no difference in quality between bulk ice 
cream and packaged ice cream. Pint, quart and half- 
gallon packages and 2!/,-gallon and 5-gallon containers 
cf ice cream can be and frequently are filled from the 
same treezer, drawing from the same batch of ice 
cream mix. There is a very slight difference in texture 
between ice cream in small containers and ice cream in 
bulk containers. This difference is not completely un- 
derstood. However, the difference is so slight that it 
is hardly noticeable. The reason many people think 
there is a difference in quality between bulk ice cream 
ond packaged ice cream is that different methods of 
dispensing are normally used. Generally speaking, bulk 
ice cream is dispensed with an ice cream dipper or 
spade, but the housewife usually slices packaged ice 
cream with a knife. Using an ice cream dipper com- 
pressed the air cells in the ice cream, causing the ice 
cream to taste richer. The housewife can accomplish 
the same result with packaged ice cream by serving it 
out of the package with a spoon or ice cream dipper 
rather than slicing it with a knife. 


the continuous direct draw freezer 


America’s foremost continuous freezer 
and greatest profit maker, manufactures 
and dispenses smooth, freezer-fresh soft 
ice cream products continuously. Serve 
frosted malts, frozen custard, sherbets, 
soft ice cream and many other frozen 
delicacies to meet popular demand. 
Sani-Serv features lifetime stainless steel 
construction throughout plus stream- 
lined appearance. Sani-Serv operation 
is noiseless, efficient, economical. 2 and 
3 hp models are now available. Buy 
Sani-Serv and you buy the best. 


Write for FREE illustrated folder, 


complete with profit chart. 


Is ice cream actually fattening? 


Whether or not any food is considered fattening de- 
pends upon the number of calories it cortains. Any 
food contains some calories, and is more or less fatten- 
ing in comparison with other foods. A generous serv- 
ing (100 grams or 3,5274 ounces) of vanilla ice cream 
contains approximately 188 calories. The accompany- 
ing chart shows the number of calories in an average 


serving of other foods often used similarly or served 
with ice cream. 
Is ice cream recommended for reducing diets? 
Yes, many doctors recommend ice cream for re- 
ducing diets because ice cream has a relatively low 
calorie content, and it contains all of the food values 
of whole milk in slightly different proportions. Any 
person who thinks he needs to reduce should first see 
his physician for advice regarding the diet he should 
tollow. 


Why is air incorporated in ice cream? 


Air is whipped into ice cream to make it palatable, 
just as air in incorporated in bread, or cake, or mashed 
potatoes or any of a number of other foods in order to 
make them palatable. Ice cream without air whipped 
into it would be just as unpalatable as a cake that did 
not rise. 


Sani-Serv's compact design en- 
ables you to quickly install the 
unit in any permanent or tempo- 
rary location of your choice. 


Sani-Serv is owned outright by 
you—enabling you to earn all 
the profits. No royalties or fran- 
chises are involved in the purchase. 














824 SOUTH WEST STREET 
INDIANAPOLIS, INDIANA 
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WEoT COAST WUNDER 


S the year 1951 marks the centennial anniversary 

of the ice cream industry, so also does it signal 

an epoch in the career of a man who has de- 
voted thirty-five of those 100 years to producing qual- 
ity ice cream. 

In California, manufacturers are 
betrer known or more universally liked than William 
(“Bill”) Dreyer. As a leader in Pacific Coast industry 
activities, Bill has won enviable recognition. He’s a 
past President of the Ice Cream Institute of Califor- 
nia, and one of the founders of the Ice Cream Manu- 
facturers Association of Hawaii. 


few ice cream 


Bill enjoys telling how he happened to break into 
Believe it or not, it was as a 
“sea dog” that he learned to make ice cream. Work- 
ing in the bakery of the North German Lloyd flagship 
Kaiser Wilhelm der Grosse, later the Levianthan, 
young Dreyer one day became intrigued with the idea 
that the ship’s passengers might enjoy a treat for din- 
ner. The day was hot and everybody on board was 
trying vainly to keep cool. “I'll make ’em a frozen 
dessert,” he said to himself and although lacking in 
ready ingredients and modern freezing facilities, Bill 


the ice cream business. 


got together a frozen treat so good that from that day 
until the end of the voyage the passengers insisted up- 
on having ice cream for dessert. 


AF IE AOE A AEE NS om Tc pec LN ARI RR AN REN ORE ARNOT: OORT 


BILL DREYER (LEFT) and Duncan Hines shake hands after con- 
cluding an agreement whereby Dreyer's Grand Ice Cream, Inc. 
will manufacture a premium ice cream under the Duncan Hines 
label. Above is seen the Dreyer plant at Oakland, California. 
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Upon reaching New York, young Dreyer was 
accosted by one of the ship’s passengers who happened 
to be in the confectionery business in that city. He 
said if Dreyer would join up with him he’d install an 
ice cream counter to supplement his stock of con- 
fections. The offer was accepted and from that day 
Bill has been producing ice cream. All the while, he 
has been seeking to improve the quality, and has been 
possessed by a never-ending urge to give the public a 
new flavor treat. 


From New York, Bill journeyed to Oklahoma, then 
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we panitary Fittings. 
A.P.C. Fittings defy replacement. 
(1) Because they are conscien- 
tiously and carefully fabricated 
with unequalled precision and skill. 
(2) Because of A.P.C.’s ingenious 
Expander Process by which tube 
and ferrule join in a solderless, 
bump-proof, leak-proof joint. And 
(3) because they’re made through- 
out of the most practical, enduring 
metal known — Stainless Steel. 

Truly, if you buy right — now, 
you can cross-off fitting troubles in 
the future. So standardize on 
A.P.C, 


ICE CREAM 
MANUFACTURER 5, 


Here's A.P.C.'s All-Stain- 


Stick Confec- 


Mold. Guaranteed 


years against 
or break- 
normal 


lined, easy-to-clean. 
Time payments can 
be arranged. Write 
for full details 


Walter J. Wachowitr 


to San Francisco. Eventually he became foreman of 
the National Ice Cream Company. Later, he received 
a tempting call to head the production department of 
the Peerless Ice Cream Company of Stockton, Cali- 
fornia. In 1921, Bill went into business for himself at 
Visalia. In 1928 he started the Grand Ice Cream Com- 
pany, Oakland, and later formed a partnership with 
J. O. Edy, the candy man. Edy’s Grand Ice Cream 
Company, as it was called later, brought out the Delta 
Ice Cream Company of Stockton. The firm literally 
has been deluged with medals, diplomas and what not 
as awards of merit for its merchandise. 

“We are mighty proud of this collection of medals” 
says Bill Dreyer, “for they signify public appreciation 
of quality merchandise.” 


Candy Ice Cream 


Bill Dreyer is credited with being one of the first 
manufacturers to use candy in ice cream. Some of 
the popular treats that have been produced are pep- 
permint, peanut brittle, caramel and “rocky road.” 
He got the candy idea while working in confectionery 
stores. “As to other mixtures besides candy, says Bill, 
we've made no less than 161 different kinds. Of the 
many flavors, we have found the two best sellers out- 
side of our regulars (vanilla, chocolate and straw- 
berry) are toasted almond and fresh peach. Oil roasted 
almonds, can be added to nearly every mix, including 
our standard vanilla. For this particular dish we add 
three pounds of roasted almonds to about four and 
three quarters gallons of vanilla mix.” 


Commenting on the Ice Cream-For-Breakfast move- 
ment, Bill Dryer predicts a future amounting to some- 
thing more than a fad. “Until recently,” he says, “the 
average home lacked facilities for a carry-over stock 
of ice cream. With the advent of deep freezers, many 
families now purchase their ice cream in bulk quanti- 
ties so that there is an ample supply available art all 
times, including breakfast.” As further evidence of 
the growing popularity of ice cream as a breakfast 
food, Mr. Dreyer recalls a recent news item that 
mentioned a top ranking radio executive in San 
Francisco who insists upon being served a plate of ice 
cream regularly for his breakfast. 

Now being featured by the Dreyer Company with 
considerable success is the premium “Duncan Hines” 
pint carton of ice cream retailing for forty-seven cents 
with choice of vanilla, strawberry or chocolate. 


The Dreyer plant in Oakland (see photo, top of 
page 47) is equipped with latest type of refrigera- 
tion machinery and sanitary methods of manufacture, 
including three continuous freezers and two batch 
freezers with a combined capacity of 35,000 gallons of 
ice cream each month. 
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Why play “Blindman’s Buff” when you buy Vanilla extracts or powders? Don’t risk 
getting less than you pay for! You can be sure...if its AMERICAN FOOD! Our 
specification Vanillas are guaranteed to give your ice cream the flavor folks favor... 
because we actually specify the Vanilla Bean content on every shipment. For rich, full- 
bodied, genuine flavor, get your 


Vanilla extracts and powders Your Guarantee we specify 
from AMERICAN FOOD. When AMERICAN F000 op vanilla bean 
you buy, we specify! tee aman ant wtoonrm content on 
every shipment! 


= We specify Vanilla Bean 
= content on every ship- 
= ment of specification 
= powders and Vanilla ex- 
= tracts. 


& AMERICAN FOOD LABORATORIES. inc 


860 Atlantic Avenue, Brooklyn 17, N.Y. 


3968 NORTH MISSION ROAD. LOS ANGELES, CALIF. PHILADELPHIA * BALTIMORE * DETROIT * CHICAGO * SAN FRANCISCO 
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BY BYRON A. WILSON 


Merchandising Manager 
Abbotts Dairies, Philadelphia 


1% Pints Per Day 


HE ingenious sales theme, “1'/, pints per day, 
T per dealer” has meant an increase in ice cream 

sales of better than 1,500,000 quarts annually 
for Abbotts Dairies. 

It all started from a Sales Manager’s idea: “five 
quarts per week, per dealer” conceived during prelimi- 
nary discussions preparatory to Abbotts’ annual sales- 
merchandising conclave. The theme was good; the 
“punch” line had power; the goal reasonable—and with 
a sales incentive built into the plan, accomplishment 
seemed certain. 

There were no rewards for competitive solicitations 
or new accounts. The plan “paid off” only on in- 
creased quartage in already established dealer outlets. 
And there is only one recognized medium whereby in- 
creased quartage in already established dealer outlets 
may be achieved, and that medium is through the mer- 
chandising phase of our business. Good merchandis- 
ing creates desire, establishes a “want” and stimulates 
demand for the product of our manufacture, through 
the intelligent application of common sense principles 
and proven practices at the point of purchase. 

There is an old Chinese proverb that was never more 
true than it is today: “Dealer who operates ice cream 
department sitting down .. . always on bottom.” Be- 
cause of the average dealer’s complacent and indiffer- 
ent attitude toward the ice cream department, our first 
and foremost objective meant a sincere and concerted 


<— hese charts defined the recent 
Abbotts Uairies sales campaign 
for company salesmen. 
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Per Lealer 


effort to instill in him the necessary enthusiasm for 
ice cream through our own knowledge of the business. 
Since our own men were to benefit from the increased 
sales, their reflected enthusiasm was natural. But, to 
assure the plan’s success all must talk a like language, 
presenting the same story in the same forceful manner. 

Accomplishment of this designated purpose meant 
preparation of a simplified, down-to-earth, re-educa- 
tional outline to fortify their knowledge of the busi- 
ness. It had to set forth in easily understood phrases 
and figures the basic fundamentals of “take home” 
and “combination” sales, stardardized fountain formu- 
las and ice cream services, and new uses for ice cream 
or items containing ice cream or fruit ice that are com- 
plimentary to other allied foods. 

The accompanying sixteen charts, which contain in 
themselves the complete program, was our means of 
presenting this plan to our men, and incorporation of 
these same charts into the sales manual supplied the 
men with the means of presenting the same story to 
every dealer on every call, every day. 

We could not have gained the enthusiastic support 
of the men or held the interest of the retailer with a 
lead line of “260 quarts per year, per dealer.” But, at 
“five quarts per week, per dealer” the goal seemed 
within easy reach, while at “1'4 pints per day, per 
dealer” accomplishment seemed practically effortless, 
with cooperation guaranteed from men and dealers 
alike. 

Instead of pushing the “flavor of the month,” we 
put all the effort on the “sale of the month”—a 
proven method of merchandising and increasing sales. 

Result: The sales “Groan” of 1950 is now the sales 
“Grown” of ’51! 
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There have been 


























Sherbet stabilizers 





and 


Sherbet stabilizers 


and 


Sherbet stabilizers... 


But still 
Your best bet is 


for Zuatity Sherbets...and Ices 


27 years of continuous use by leading ice cream 
manufacturers firmly establish SURE-BET as the 
leader in its field. If, during this period you 

have not used SURE-BET, we invite you to 

try it now... to see why SURE-BET will doa 
better job for you in the production and sale 

of your sherbets and ices. 





RODUCTS ‘Company 


CHICAGO 6&6, ILLINOIS 


Promote Profitable Sherbet and Ice Sales... 


Eye-catching, sales-making, full color lithographed 
window and back bar streamers are available at no 
charge to all Sure-Bet users. For a liberal supply of 
these, just write National Pectin Products Co. or ask 
your territorial representative. 


ey 
“a rt 


You Will Make a Better Product When You Use a Watconal Stabilizer or Emulsifier 





NARICM 
Votes Sales 


Idea Contest 


W ics plans for the eighteenth annual conven- 


tion of the National Association of Retail Ice 

Cream Manufacturers rapidly being developed, 
association executives have announced the establish- 
ment of an annual contest designed to stimulate mem- 
bership creativity in the field of ice cream sales and 
merchandising. 

Known as the “Idea-of-the-Year” contest, the com- 
petition calls for the submission by active and associate 
members of reports of ice cream sales promotions which 
have been “put to the test” in retail outlets. The “most 
constructive suggestion in the preceding twelve-month 
period for the furtherance of ice cream sales” will earn 
a special award, to be presented at the 1951 convention, 
scheduled for Octber 30 to November | at the Hotel 
Netherlands-Plaza in Cincinnati, Ohio. 


The award will consist of a silver cup on which the 
winner’s name will be inscribed. Each winner will re- 
tain possession of the cup for one year, and permanent 
possession will go to the first individual or concern to 
be cited three times as winner. 


Entries, consisting of reports describing specific pro- 
motions conducted since September, 1950, and ana- 
lyzing such factors as consumer reaction, profits, and 
adaptability of the idea by the industry, should be sub- 
mitted along with illustrative material such as photo- 
graphs and drawings to the “Idea-of-the-Year” Com- 
mittee, National Association of Retail Ice Cream 
Manufacturers, 512 Commerce Building, Toledo, 


Ohio. The deadline for entries is September 15. 


Association officials emphasized that both active and 
associate members are eligible to submit entries. The 
Board of Directors has voted to conduct appropriate 
ceremonies honoring the winner during the Ice Cream 
Breakfast, also an annual feature of the retailers’ con- 
vention. 

Howard B. Grant, Publisher of Ice Cream Fie.p, 
is credited with originating the contest and outlining 
it to the association’s executives at the Spring Planning 
Conference, held May 2 and 3 at the Hotel Commo- 
dore Perry, Toledo, Ohio. At that time, the Board 
voted to accept Ice Cream Fiewp’s offer to donate the 
silver cup for the winning entry. 


Complete rules and regulations for the National As- 
sociation of Retail Ice Cream Manutacturers’ contest 
are published at the right. 
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“ITdea-Of-The- Year” 
Contest Rules 


The purpose of the contest is to inspire 
original promotion ideas adaptable by the 
ice cream industry in the interest of increased 
sales. 


An annual award will be made by the Na- 
tional Association of Ice Cream Manufac- 
turers to the member who, in the opinion of 
the association’s Board of Directors, con- 
tributed the most constructive suggestion in 
the preceeding twelve-month period for the 
furtherance of ice cream sales. 


The award shall consist of a silver cup pre- 
sented by ICE CREAM FIELD on which 
the winner’s name will be inscribed. Each 
winner shall retain possession of the cup for 
one year. Permanent possession of the cup 
shall go to the first individual or concern to 
be cited three times as winner. 


Contest entries shall consist of a report de- 
scribing a specific sales promotion conducted 
during the preceding year. Details of the 
basic idea and of its execution should be in- 
cluded. Such factors as consumer reaction, 
profit returns, and adaptability of the idea 
by the industry at large shall merit special 
consideration of the judges. Illustrative 
material , such as photographs and drawings, 
may be submitted with entries. 


Entries shall be brief and concise. Entries 
should be mailed no later than September 
15 to the “Idea-of-the-Year” Committee, 
National Association of Retail Ice Cream 
Manufacturers, 512 Commerce Building, 
Toledo, Ohio. 


All active and associate members of the as- 
sociation are eligible to enter this contest. 
Decision of the judges shall be final. 1951 
winners to be announced at the Ice Cream 
Breakfast during the 18th annual convention 
of the National Association of Retail Ice 
Cream Manufacturers. 














Candies For ice Lream 


Ah HE use of candy in ice cream production is some- 
thing that is widely gaining popularity in the 
midwestern and eastern sections of the United 
States. Major ice cream manufacturers on the Pacific 
Coast have, however, used candy for the purpose of 
flavoring for twenty years. It is possible that the un- 
usual movement of such a technique from West to 
East is accounted for by the birth and growth of candy 
production exclusively for ice cream manufacturing 
here in the West. It is only within the past few years 
that our Eastern producers have had ready access to 
reliable sources and, with distribution now nationwide, 
their attention is directed to this effective and econom- 
ical method of accomplishing one of the most impor- 
tant phases of good ice cream production. 
There are two distinct advantages in using candy 
as a flavoring for ice cream, in my opinion. First, and 


BY ADOLPH MANN 


Mann’‘s Candies, Los Angeles, California 


by far the most important, is the big improvement in 
the finished product. The other advantage is that 
because candy causes the mix to gain weight in the 
finished product, it results in a reduction in flavoring 
costs. The reduction in cost is achieved partially be- 
cause each pound of candy used replaces an equal 
amount of mix and the savings in mix can be used to 
pay a portion of the flavoring costs. 


Elimination of a Problem 


In the past many ice cream manufacturers have used 
candy for flavoring and have found that it caused fruit- 
feeders to jam and, in some cases, the candy sheared 
the pins in these feeders. Of course all of these things 
could result in one costly debacle: production shut- 
downs. Today, however, the problem has been elimi- 
nated, because of a process which results in candy 
which will not clog fruit feeders and has never sheared 


off a pin. 


We have been manufacturing candy for ice cream 
production, exclusively, for nearly seventeen years. Not 
only have we found that candy used for flavoring ice 
cream produces a better flavor, but we know by actual 
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Sealright’s NEW ALSERVIS BULKAN 
Cuts Shrinkage ... Protects Flavor! 


Dealers like the smoother 


surface of the inner lining Bulkan boxes were a great step forward in sanitation 
because it’s easier to scoop 


and convenience over the old-style metal cans. Now 
from—you dip the entire re MA 
' . . . Sealright’s Research and Development “‘pays 
contents—no waste! ; : 
off” again with the new Alservis Bulkan. 


Through a combination of non-absorbent coatings 
and a special grease-proof inner liner, this single 
service, fiberboard container reduces air penetra- 
tion to such an extent that shrinkage, ordinarily 
associated with bulk ice cream in storage, is almost 
completely eliminated. What’s more... this scien- 
tific mew container holds all of the original full 
flavor of your ice cream during extended periods 
of storage. 


The Alservis Bulkan box is 
made in knock-down form 
for automatic assembly right 
in your own plant. You make 
them up as you need them on 


this high-speed assembling 

machine. No storage or % 

inventory problem. EALRIGHT Ca TI 
f 


ALSERVIS BULKAN 


SEALRIGHT CO.,INC., FULTON, NEW YORK « KANSAS CITY, KANSAS 
SEALRIGHT PACIFIC LTD., LOS ANGELES, CALIFORNIA 
CANADIAN SEALRIGHT CO., LTD., PETERBOROUGH, ONTARIO, CANADA 


A Sealright representative will be glad to submit 
samples and give you the whole story. 
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tests that production is as fast as with artificial flavor- 
ing. 

It is generally recognized in ice cream production 
that a truer flavored product results when a large 
amount of candy is used and a minimum amount of 
flavoring is needed. This perfect condition is achieved 
by the use of candy as the flavoring agent because 
candy made of the correct ingredients, designed ex- 
clusively for ice cream manufacturers, provides a truer 
flavor with the minimum amount of extract. 


Process Illustrated 


The illustration which accompanies this article shows 
how simple it is to place the candy in the fruit feeder 
and how production continues uninterrupted while the 
teeders are filled and refilled. The photograph was 
taken in the Carnation Company’s Los Angeles plant. 

For commercial ice cream production an average of 
from three to six pounds of candy is used in each five 
gallons of mix. Five gallons of mix normally makes 
ten gallons of ice cream. With the averages in weight 
resulting from the use of candy, production usually 
runs twelve and one-half gallons, or more, for each 


five gallons of mix. This depends, of course, on the 
specific production method used. ' 

Candy for ice cream production is available in all 
popular flavors, such as Peppermint Stick and Lemon 
Stick, Butter Pecan Crunch, Almond, Hazlenut and 
English Toffee, and Butter Brittle. Midget Marsh- 
mallows are also very popular for making Rocky Road 
In addition to these standard flavors, ice 
cream manufacturers may have special flavors made 
on order. 


ice cream. 


Quality of product is an extremely important fac- 
tor when selecting candy to be used. The finest mix 
in the world can be spoiled by the use of candy which 
does not measure up to the highest standards of quality. 
in the final analysis, it is our opinion that there is never 
enough difference in the price of candy to justify the 
use of any but the finest. In our seventeen years ex- 
perience in this field we have found, however, that 
much of the candy used today is far inferior to the 
quality of the mix and that often the candy was not in- 
tended for use in ice cream. The result of this is a 
finished product below the usual standard of the manu- 
facturer. We do not believe that ice cream manu- 
facturers can be too careful in making sure that the 


candy which they use is of the best quality obtainable. 


DISTINCTIVE BY DESIGN 





Here are two of a fleet of new ALL-ALUMINUM 
refrigerated truck bodies ready to roll from stop 
to stop, year after year, at amazingly low operat- 
ing cost. 

Designed with an eye towards efficient perform- 
ance, these 800 gallon light weight streamlined 
beauties are refrigerated by a 1'2 h.p. condensing 
unit and 5 hold-over plates. 

Insulation consists of 6° of rubatex in the floor— 
6 of fiberglas in the walls —and 8" of fiberglas 








Pioneers In All-Aluminum Structure 


in the roof. All-aluminum roof is of one piece 
construction. 

The framework and facing of all doors are covered 
with ',° black, odorless formica to eliminate door 
freezing, and to present a sanitary and pleasing 
appearance to the public. All door openings also 
equipped with stainless steel threshold plates. 
Complete details and quotations available on re- 
quest. 








BARRY A BAILY & &] 2421 North 27th St., Philadelphia 32. Pa. 
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Round this time of the year 
thoughts turn to hearty Egg 
Nog for holiday business. Vir- 
ginia Dare recommends RUM 
+3, a fortified Rum Concen- 
trate that’s tried, tested and 
tops with Ice Cream men 
across the country. We choose 
to put the punch into the 
product .. . to sell you Flavor 
that provides you with the 
best Egg Nog anywhere .. . 
the promotion is up to you, 
but with Virginia Dare Egg 
Nog you've got something to 
promote! We recommend 16 
ozs. of our RUM #3 toa 5 
gallon Mix of French Mix 
(egg already added). Don't 
take our word for it. . . look 
at the sales records of any Ice 
Cream man who's used Vir- 
ginia Dare Egg Nog .. . even 
better send for a sample and 
get set for a sound selling 
season. 


EXTRACT CO.., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 

















OLLOWING the offcial launching of the Ice 
HK Cream Centennial in Baltimore on June 15, L. 

Manuel Hendler, Chairman of the National 
Centennial Committee, issued a report on the status of 
the industrywide campaign to remind American citi- 
zens that 1951 marks the 100th anniversary of the 
wholesaling of ice cream. 

Mr. Hendler, who heads the Hendler Creamery 
Company with main ofhces Baltimore, noted that 
,000 persons attended the June 15 ceremonies, 
but cautioned that “there is still plenty to do now that 
Mr. Hendler said that “since 
we are trying to get the effect of our local demonstra- 
tion to take hold all over the country, 


close to 7 
the excitement is over. 


the Centennial 
observance certainly should not end until the thirty- 
first of December.” 


Vast Publicity 


Mr. Hendler 
vast publicity accorded the ice cream 
” he said, “there is hardly a maga- 
zine or newspaper that doesn’t carry something about 
the Ice Cream Centennial. It may be a joke, cartoon, 


In a statement to Ice Cream FIe.p. 
summarized the 


‘" er 1 
tete. Amazingly, 


or a whole page story. Now the comedians on the 
I have noticed several skits 
Undoubtedly, our Cen- 


tennial has had and is still having its good effect.” 


stage are picking it up. 
where ice cream is introduced. 


Mr. Hendler paid tribute to the 
tion” 


“full score coopera- 
“There 


wasn’t anyone upon whom we called who wasn’t happy 


which marked the Baltimore event. 


Every 
idea was fully weighed and, if plausible, put into opera- 


to follow through to the best of his ability. 


58 


“Fito T LADY 
SALUTES THE 
LENTENNIAL 


Those who contributed time and effort included 
ice cream manufacturers, suppliers, dealers, press, radio 
and television representatives, and organizations such 
as trade associations, local chambers of commerce, the 
Red Cross and even Boy Scouts!” 

Special praise from Mr. Hendler went to the Inter- 
national Association of Ice Cream Manufacturers; its 
executive, Robert North, described as “a dynamo”; and 
to Howard B. Grant, Publisher of Ice Cream Fievp. 
In a recent letter to Mr. Grant, Mr. Hendler stated 
that “we all agree that it was a good show, but what’s 
a show without an audience? And in that audience 
one must have a friend and you were there.” 

It was Ice Cream Fievp, in an article published in 


tion. 





A LETTER saluting the ice cream industry from Mrs. 
Fussell Craft, daughter of Jacob Fussell, has been received by 
the National Centennial Committee. Mrs. Craft is shown above 
as she unveiled the commemorative plaque designating the site of 
the first wholesale ice cream plant during Centennial ceremonies 
held in Baltimore last June 15. Part of the crowd that attended 
is pictured below. 


Carrie 
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SERVE YOURSELF 




















[Anhenser Yn ue Busch Inc} 
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THE A-B OPEN TOP 


CONSTANTLY CORRECT TEMPERATURE AT TOP OF 
CABINET where it is doubly important that your package 
stays firm and attractive to the self-service customer. 


SMARTLY DESIGNED for eye appeal... scientifically 
designed for long life and economical operation. 


AN OUTSTANDING VALUE. Compare its cost per cu. ft. 
storage space and its capacity per sq. ft. floor area. 


Two full-color pictures and transporent plastic night cover included as standard equipment. 


REFRIGERATED CABINET DIVISION 


ANHEUSER-BUSCH, INC. 


ST. LOUIS, MISSOURI 
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its October, 1950 issue and in a booklet distributed at 
that time to the trade, that first promulgated the basic 
idea and plans for the observance of the industry anni- 
versary. 

Meanwhile, receipt of a noteworthy letter from Mrs. 
Carrie Fussell Craft, eighty-four-year-old daughter of 
Jacob Fussell, has been disclosed. Mrs. Craft, the 
only living child of the man who, in 1851, became the 
first wholesaler of ice cream, was named the “First 
Lady of the Ice Cream Industry” during the citywide 
observance of the Centennial in Baltimore on June 15. 
Her letter was addressed to Mr. Hendler. She wrote: 


“Thrilled Beyond Description” 


“Although I told you before leaving Baltimore how 
much I appreciated everything you did for me and my 
family in connection with the Ice Cream Centennial, 
I am writing to say it again. 

“In a long lite I have had many happy days and of 
course some sad ones but never have I had a day that 
gave me so much pleasure and happiness as on June 
15, 1951. The honor on that day stirred my inner 
feelings. 

“I was thrilled beyond description at the moment of 
pulling a cord that unveiled the plaque dedicated to my 
dear father. 


Use hand-p! 


aut meats \ 
and be sure your ed 


cked and past 


“Words of thanks fail me when I come to the silver 
tray presented to me. It is magnificent! But equal 
to its beauty is the appropriateness of the inscription 
and lovely spoken words which accompanied its pre- 
sentation. I shall prize it forever and it will always 
be one of the family’s treasured possessions. 


Extends “Best Wishes” 


“So much comes to me as I write to thank you for 
the beautiful things that were said about Jacob Fussell, 
the luncheon, the hotel facilities, the flowers—ir all 
sums up to one of the happiest occasions of my 
life. 

“My best wishes for the continued success of the 
Centennial and of all the good people in the ice cream 
business.” 

The plaque referred to in Mrs. Craft’s letter is the 
bronze commemorative tablet unveiled June 15 at the 
site of the first ice cream plant, now the Hillen Sta- 
tion of the Western Maryland Railway Company. 
Complete details of the Baltimore ceremonies were 
published in the July issue of Ice Cream Fievp, and 
reports of future Centennial events will appear in sub- 
sequent issues of this magazine. 


eurized 


q full-flavored syTUP LIMPERT’S 


cream 


flavor. 
FOR OCTOBER 
“BRANDIED PEACH” 
CHERRY 
“RUM” RAISIN 


Colorful Streamers for 
Limpert's Monthly Specials 


BROTHERS, INC. VINELAND, N. J. 


NEW YORK SALES OFFICE, 33 WEST 42nd STREET 


Quality Superb Fruits, Flavors and Extracts for the Ice Cream Industry 








What Is 
REAL 
uality? 


BY WILLIAM A. LAMBERT 


Lambert Ice Cream Company 
Des Moines, lowa 


HAT is real quality, and how can we get it 
WW: keep it? 

Quality has been probably one of the most over- 
used, and abused words in the dairy business in the 
last ten years. There is only one way to assure top 
quality. Only the finest cream, skim, condensed, 
powder, sugar, stabilizer, and emulsifier can assure a 
top quality mix. Any saving you might make by us- 
ing a second grade product is being penny wise and 
dollar foolish. 


Sanitation, Equipment Stressed 


In the manufacture of the ice cream you must con- 
tinue this top grade routine; you must use the finest 
fruits, nuts, and candies in your flavored ice cream, 
and the finest vanilla in your main flavor. After this 
is established, your job has just begun. I need not re- 
mind anyone of the importance of sanitation, but the 
mechanical efhciency of your plant might need some 
touching up. Every piece of equipment (pasteurizers, 
pipes, homogenizers, cooling equipment, and cans) 
must be in perfect operating condition. The harden- 
ing and transporting of the ice cream must be done in 
the best possible manner. And probably the most im- 
portant part of your ice cream business, the refrigera- 
tion plant, needs the finest care, for your very business 


life depends on it. 
How can all of this be accomplished? 


You must have a rough and thorough inspection of 
all raw materials. Insist on the finest in flavors, fruits, 
nuts, and candies. Make regular examinations of all 
your equipment; Lord knows, you’ve got enough in- 
vested in it. And have enough trained help to do a 
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9C6 CREAM 


Always 
Refreshing 


’ Stipa 


good job. Check the temperature of your retail 
cabinets, and see that they are properly taken care of. 

How would this rugged quality control help you? 

If nothing more it will save you money. Everyone 
knows that proper operation of any equipment will 
make it last longer, and prompt attention to small 
things will save you major breakdowns later, but not 
everyone acts accordingly. 

You know as I know, you can sell a plug nickel if 
you advertise it enough. But let’s not sell any plug 
nickels. It’s your repeat business that makes an ice 
cream business grow. And at this time people are be- 
ing more brand conscious than ever before, so make 
them insist on your brand because it’s the best. You 
will not only sell more people and keep more of them 
for steady customers, but they will buy more per 
person if it is best. 

A little more than a year ago we were buying our 
mix from a concern that did not even make ice cream. 
The manufacture of the mix was a sideline to them. 
Then we embarked on this rugged quality control 
program with only the finest materials involved. The 
results were remarkable. Our price is lower than the 
prevailing price and has been for many years, but the 
margin between other manufacturers’ prices and ours 
has remained steady. There has been no change in 
advertising, either amount or method, and no ad- 
ditional retail outlets during the first year of this pro- 
gram. In that year our ice cream production has more 
than doubled, and we consider that good. 

What can high quality do for sales? 

The answer is: “Build them!” 


This article is based on a talk presented during the recent Des Moines 
regional meeting of the National Association of Retail Ice Cream 
Manufacturers. 


61 


tg 
ae 


ty, 











a 
LOOK AHEAD FOR YOUR BODY REQUIREMENTS 


1050 
> 


KEYSTONE WAGON WORKS, INC. 


Packaging Progress 








far as his ice cream package designs were concerned. 
The Sutherland Paper Company was conscious ot this 
and embarked on an exhaustive study involving con- 
siderable market research and consumer analysis. This 
survey convinced us that the time was right for a new 
concept in ice cream packaging: flavor identification by 
color or by illustration for the three primary flavors. 
This step, involving high-fidelity process printing, 
boosted impulse sales and made it easy for the con- 
sumer to select and purchase. 

The Barber Pure Milk Company at Birmingham, 
Alabama, was a pioneer in this field. This frm worked 
cut the details of such a package in the early 1940's 
end finally marketed a perfected series of such pack- 
ages in the middle 1940’s. 

Stock design process-printed packages were offered 
after this to accommodate the many ice cream manu- 
‘acturers wishing to enjoy the advantages of this type 


Gal. Body 


Compressor 


with 


The present and projected outlook for 
raw materials calls for sound judgment 
in the consideration of your body re- 
quirements for the few years ahead. 
LOOK AHEAD with Keystone for mod.- 
ern metal bodies that are built to stand 
hard useage .. . that are designed to 
carry capacity loads that keep 
maintenance costs at 4 minimum. 
investment you make NOW with Key- 
stone will pay dividends im satisfaction 
the years ahead. 


WRITE TODAY! 


5625 Tacony St., Philadelphia, Pa. 


of merchandising program without relatively high cost 
of individual engravings. 

At the same time, many private designs were made 
for individual customers. Today, many of the largest 
manufacturers have developed multi-color package de- 
signs which carry out this idea of flavor identification 
through design or color or both. 

It is most certainly to the credit of the ice cream 
industry that it has been so alert. The adoption of 
these new packaging and design ideas unquestionably 
aided ice cream sales, and, as a major package supplier, 
we have been keenly alive to our responsibilities in 
working with the ice cream manufacturers to this end. 

Many new ideas have been promulgated and pro- 
moted during the past year. Some of these will stand 
the test of consumer acceptance and some will not. But 
again it is to the credit of the forward-looking mem- 
bers of the ice cream industry that they are willing to 
accept the challenge and experiment with new ideas. 

The Sutherland Paper Company hopes to continue 
to do its full share in coming up with new products, 
new designs, new packages, and new ideas for the ice 
cream industry. 





ICE CREAM specialty 


illustrated below 


packages, stock and special print, are 





SPECIAL PRINT process designs are characteristic of the pack- 
ages pictured below. 
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Shore Craft 


STAINLESS STEEL FOUNTAIN ACCESSORIES 

ICE CREAM DISHERS-—~> 
18-8 Stainless Steel Construction 
Throughout. Made in eight sizes: 


16, 20. 24, 30, 40. 
With different 


<——ICE CREAM SPADES 


Constructed of 
Bakelite 
Sturdy, Sanitary. 


steel. 


18-8 stainiess 
handle. 


Strong, 8, 10. 12, 


Handles 


denoting disher 


Bakelite 
sizes. 


color 


PRECISION MADE FOR SATISFACTORY SERVICE 


SHORE MACHINE CORPORATION 


455 West 45th Street, New York 19, N. Y. 


Manufacturers of SHORE CRAFT Quality Fountain Accessories 











JULY 12-13—University of Florida, 
Gainesville, Florida; annual Dairy 
Field Day. Information available 
from Professor E. L. Fouts at the 
school’s Department of Dairy Sci- 


ence. 


SEPTEMBER 6-7—Cornell Univer- 
sity, Ithaca, New York; Dairy In- 
dustry Conference, Statler Hall. In- 
formation available from Professor 
J. C. White of the school’s Depart- 


ment of Dairy Industry. 


SEPTEMBER 7—University of New 
Hampshire, Durham, New Hamp- 
shire; 3rd annual Dairy Plant Man- 
agement Seminar of New England. 
Information available from Professor 


H. C. Moore. 
SEPTEMBER 26 — University of 


Wisconsin, Madison, Wisconsin; Be- 
ginning of twelve-week course in 
Dairy Manufacturing. Information 
available from Professor H. C. Jack- 
son of the school’s Department of 
Dairy Industry. 


OCTOBER 31-NOVEMBER 3— 
Oklahoma Agricultural and Mechan- 
ical College, Stillwater, Oklahoma; 
annual Dairy Industry Conference. 
Information available from Professor 
H. C. Olson of the school’s Depart- 


ment of Dairying. 


NOVEMBER 6-7—University of II- 
linois, Champaign, Illinois; Depart- 
ment of Food Technology confer- 
ence on Soft Ice Cream and Ice 
Milk. 
R. K. Newton, Supervisor of Con- 


ferences at the school. 


Information available from 
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NOVEMBER 13-15—University of 
Maryland, College Park, Maryland; 
7th annual Dairy Technology Con- 
ference. Information available from 
Professor W. S. Arbuckle of the 


school’s Department of Dairy Hus- 


bandry. 
NOVEMBER 26-28 — Montana 


State College, Bozeman, Montana; 
16th annual Dairy Industry Short 
Course. Information available from 
Professor J. A. Nelson of the school’s 
Department of Dairy Industry. 


NOVEMBER | 14-16 — Lubbock, 
Texas; 3rd annual Dairy Manufac- 
tures Short Course at the Texas 


Technological College. 


DECEMBER 4-5—University of II- 
linois, Champaign, Illinois; Depart- 
ment of Food Technology confer- 
ence on Dairy Stores. Information 

available from R. K. Newton, Super- 

visor of Conferences at the school. 

Other sessions scheduled for 1952 

(March, April, May) on Starters 

and Fermented Milk Drinks, Plant 

Sanitation, and High-Temperature 


Short-Time Pasteurization. 


DECEMBER __ 10-15—Pennsylvania 
State College, State College, Penn- 
sylvania; Ice Cream Course for 

Dairy Equipment and Supply Men. 

Information available from A. Le- 

land Beam, Director of Short 


Courses at the school. 


JANUARY 7-12 — Pennsylvania 
State College, State College, Penn- 


sylvania; Short Course in Testing 


Milk, Cream and Dairy Products. 
Information available from A. Le- 
land Beam, Short 


Courses at the school. 


Director of 


JANUARY 7-FEBRUARY 29— 
Michigan State College, East Lan- 
sing, Michigan; Dairy Manufactur- 
ing Course. Information available 
from Ralph W. Tenny, Director of 
Short Courses, at the school. 


JANUARY 14-26 — Pennsylvania 
State College, State College, Penn- 
sylvania; Short Course for Ice Cream 
Plant Men. Information available 
trom A. Leland Beam, Director of 
Snort Courses at the school. 


JANUARY 21-FEBRUARY 2— 
University of Maryland, College 
Park, Maryland; 3rd annual Ice 
Cream Short Course. 


FEBRUARY 5-8—Ohio State Uni- 
versity, Columbus, Ohio; 19th an- 
nual Dairy Technology Conference. 
Information available from the 

school’s Department of Dairy Tech- 

nology. 


FEBRUARY 18-MARCH 1—Ohio 
State University, Columbus, Ohio; 
Ice Cream Short Course. Informa- 
tion available from the school’s De- 
partment of Dairy Technology. 


FEBRUARY 19-21—Oregon State 
College, Corvallis, Oregon; Dairy 
Manufacturing Short Course. In- 
formation available from Professor 
G. H. Wilster of the college’s School 
of Agriculture. 
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The Reader Asks: 





By DR. C. D. DAHLE 


Technical Editor, Ice Cream Field 


French Recipes? 


We are interested in French ice cream recipes using egys 
either tresh or fresh frozen, or dried. 


Do you have any commercial recipe you could give us? 


Answer 


French ice cream is ice cream that contains a certain 
amount of eggs. These eggs may be fresh, frozen, or dried. 
In some states French ice cream must contain a definite 
amount of egg yolk solids. Pennsylvania, for example, re- 
quires that French ice cream contains 1.4 pounds of egg 
yolk solids in every 100 pounds of mix. 


I do not know what your state requirements are but I sug- 
gest you get in touch with your Department of Agriculture 
and find out just what the definition for French ice cream 
includes. 


I can give you a good French ice cream formula if you 
desire one with a high butterfat content. 


In some localities French ice cream is understood to be a 
richer ice cream than standard ice cream. So far as some 
laws are concerned, the definition for French ice cream and 
custards are the same. This holds true with Pennsylvania. 
Ordinarily custards are made with about 10° butterfat in 
our state while French ice cream will be higher in fat content. 


I am not certain just what you wish in the way of a 
formula but I am giving you a French ice cream formula 
herewith which will run 14° butterfat, 10° serum solids, 
15.5% sugar, 1.25% egg yolk solids, and about 0.25% 
stabilizer. 

Cream 40°; S$ & 
Skimmilk 25.53% 
Condensed Skimmilk 28°¢ ss 21.3 % 
Sugar 15.22% 
Frozen Egg Yolk 2.8% 
Stabilizer 0.25% 

I hope, of course, that the 1.25% egg yolk solids will be 
sufficient to meet your state requirements. 

If you wish to use dried egg yolk solids you may do so, or 
you may use frozen egg yolk solids. The frozen egg yolk 
solids contain about 10° sugar. The quality of the egg is 
very important and you must use an egg that gives no off 
flavor. 
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Mix Problems2 


For the past year we have been manufacturing ice cream 
and custard mix. We have been supplying quite a number of 
concerns within several miles of our dairy with our mix. 


Most of the time we have satisfied customers but then 
we also have numerous complaints. 


Can you send us formulas for both ice cream and custard 
mix? We want to know how to manufacture a product that 
has a dry, firm. smooth texture. 


Answer 


I am sending under separate cover a bulletin which de- 
scribes in detail the manufacturing of ice cream and also 
contains a few formulas for custard ice cream mix. In this 
state our custard mix must contain 1.4% egg yolk solids in 
order to come under the classification of custard. The butter- 
fat content must be at least 10% as is the standard for ice 
cream mix. Both of these products must contain 10% butter- 
fat but in addition the custard must have the amount of eggs 
mentioned. 


If you wish to make ice cream mixes drier as you men- 
tioned, this can be accomplished by the use of egg yolk or 
one of the various and numerous emulsifying agents which 
are now on the market and which are used to the extent of 
from 0.05% to 0.1%. To make ice cream smoother, it is 
usually assumed that the ones who buy your mix have the 
proper freezing and hardening facilities, otherwise I would 
increase the stabilizer content very slightly. This will tend to 
make a smoother texture but a great deal of the smoothness is 
also due to freezing and hardening. 


Wilk Powder Use? 


We are particularly anxious to obtain information and 
your recommendation with respect to the use of a quality 


grade of roller whole milk powder in the manufacture of 
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ice cream. Although this product apparently was utilized 


throughout the scarce war years with apparent success and 
satisfaction, a question yet exists in the minds of many as tec 


solubility and flavor and the quantity levels recommended. 


Answer 


High quality roller powder can be used in ice cream but it 
is not as good as the spray powder ordinarily. We have used 
it in the past and found that it gives just a little more of 
that flavor similar to a cooked flavor than does the spray 
powder, and hence is not quite as good, but a lot of com- 
panies have used roller powder in ice cream. We did a lot 
of work on this years ago and we also know of companies 
that have had this product on hand and use it successfully in 
ice cream, but I believe you would find that most would prefer 
spray powder. 

There is one thing to be said about roller powder and that 
is that it disperses more readily in the ice cream than the 
more soluble spray powder. It wets easier and hence does not 
ball up as readily. 

I wonder if you have ever considered good sweet cream 
buttermilk powder for ice cream? This is a product that has 
not been used to any extent in the east but is a splendid 
product providing, of course, you get it from companies 
churning sweet cream. 


Freon or Ammonia? C 
ld f (NN: 
I am going to make ice cream-on-a-stick and other frozen N eas 
confections. The brine tank is a six-mold ammonia tank and ~ ZZ 
+ 4 tee 


I don’t have a compressor. What size compressor do you CUSTOMERS HAPPY. 
with 


suggest and which will give me the most satisfactory use, 
Freon or ammonia? 


Answer 


: ' 
Inasmuch as you have a small 6-mold tank you could use 


a three or five horsepower Freon compressor cepending on 
how good the tank is. If the tank is of late design with fast 


circulation a five horsepower compressor should enable you to e y/ 
produce fifty to sixty dozen novelties per hour. On anything 

less than an 8-mold tank, it is usually recommended that a PP 

Freon compressor be used because it is very compact and e 


requires little or no attention. If you have an ammonia com- 
pressor in the plant then I would use that of course, but 
since you do not have it and the size of your tank is small 
the three to five horsepower Freon compressor would do the 


work. Be dollar-wise with Van-Sal ... the three way 
extra-profit vanilla. Van-Sal reduces costs 
through higher flavoring power. It keeps quality 
up because Van-Sal is the peak of purity, of fla- 
vor richness, and processing perfection. It pleases 
more people ... makes more sales . . . holds more 
customers. Van-Sal does more for you... three 
ways. That’s why from coast ~nOUe > 
einem iad to coast it’s “The Industry’s » 
cal questions to Dr, NO. 1 Vanilla.” Start now 

C. D. Dahle, “% Ice with Van-Sal ... the extra- 

mem ~sgga ~ profit vanilla ... with the 

N.Y. extra sales punch, 








Write for Cost Comparison Chart VA’ 


S. H. MAHONEY EXTRACT CO. 


221 E. CULLERTON RD. CHICAGO 16, ILL. 
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REDI-MAID BASE 1 
Redi Products Corporation has de- 


veloped a base with which ice cream 
manufacturers can produce a factory- 
packaged parfait-type malt. Known 
as Redi-Maid Base, it reportedly en- 
ables the manufacture of a product 
which can be hard frozen in individual 
service, stored and delivered at regular 
ice cream temperatures, and, by raising 
the holding temperature of dispensing 
cabinets to the approximate tempera- 
ture of products leaving the freezer 
spout (sixteen to eighteen degrees 
above zero), served with the consistency 
and eating qualities of a freshly frozen 
product. 

The problem of creating mix con- 
ditioning materials which would permit 
the development of such a product was 
solved by a prominent dairy chemist 
utter many years’ experimentation. 
Though Redi-Maid Base is a secret 
formula, the process was filed in the 
United States Patent “Office in Feb- 
1949 and identified by Serial 
Number 76,444. The product is now 


in production and plans are under way 


ruary, 


for national promotion. 

Among the advantages claimed by 
the manufacturer fer this new product 
are its ability to produce malts of uni- 
form quality, ready to serve in sanitary, 
individual paper service; elimination of 
dipping and mixing on the part of the 
retailer; cost control for both the ice 
cream manufacturer and the retailer; 
and rapid service for the consumer. 

Fitteen pounds of the Redi-Maid 
Base are required to process 100 gallons 


ot mix. This 100 gallons of mix, 





Your Firm Name 


Address 


Your Name 


Your Title 





| New Products | 








frozen with sixty per cent overrun, will 
produce 173! 
into 2,776 


gallons, tor conversion 
eight-ounce _ parfait-type 
thick malts. 

The Redi-Maid Base is also useful 
in the preparation of an ice milk prod- 
uct, frozen with eighty per cent over- 
run, and tempered to sixteen degrees 
above zero, will permit the dipping of 
130 3£16 scoops into five-cent consum- 
able cups at a total food cost of $3.65. 
A gross of $6.50 in sales from each 
2',-gallon bulk can, representing a 
gross profit of forty-four per cent, Is 


possible. 


EVERFROST LITERATURE 2 


¢reamer uanits 


Featuring several improvements in 
fountain design and construction, the 
Everfrost line of bobtails and creamer 
units is colorfully illustrated and de- 
scribed in the new literature which has 


INFORMATION PLEASE 


To New Products Department, 
Ice Cream Field 

19 West 44 Street 

New York 18, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the August issue. 


(Print Identifying Numbers ) 


just been published by the manufactur- 
ers, Anderson & Wagner Inc. 

The new equipment, of all-steel con- 
struction, now incorporates the New 
York-style all steel 
pumps and crushed fruit jars. 


stainless syrup 

The fountain 
the patented Carbonator, 
which produces an abundance of cold 
carbonated water that cortains a high 


interiors incorporate 


Everfrost 


volume of COs gas. This means that 
drinks dispensed have more Zest and 
sparkle, it was stated. 

The mew literature is now in the 
nands of all Everfrost distributors or 
may be secured from the manufacturer 


by writin? the factory direct. 


PORT MORRIS BOOKLET 3 


A new four-page booklet covering 
the Electro Freeze Direct Dispensing 
soft ice cream machines is now avail- 
able on request. Model 10 P, 20P and 
25P are illustrated along with the speci- 
fications and advantages of each unit, 
acco-ding to the manufacturer, the 


Port Morris Machine & Tool Works. 


AD-STIK a 


A new type of re-usable, indestructi- 
ble plastic decal has been developed by 
the Ad-Stik Company. It adheres to 
any smooth surface such as_ glass, 
polished wood, leather, enamel, metal, 
porcelain and smooth-finished plastics 
without adhesive or tape. It leaves no 
marks or stains, the manufacturor re- 
ports. 

Ad-Stik is now being made in all 
sizes, fancy shapes and die-cut patterns 
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in any colors. Applied in a jiffy, it 


may be quickly removed and re-used 
endlessly. 


Following exhaustive laboratory tests, 
Ad-Stik was found 


normal intense 


to withstand ab- 


and heat as well as 


frigid temperatures, including use with- 


in freezer units where there is con- 


densation of moisture, a company 


and 


abrasion-proof, and may be used in- 


doors or out as 


spokesman said. It is color-fast 


trade-mark. actual 


product reproduction, or point-of-pur- 


chase signs. 


ANTI-RUST PAINT ) 


PAC-100, a and 


sealing anti-rust paint which can be ap- 


new penetrating 
plied right over rusted surfaces, is an- 
nounced by the Paint Corporation of 
America. 


and ex- 
terior use, the new paint is reputed 


Suitable for both interior 


to be equally effective in preventing 


rust on new metal or stopping rust 


action on present rusted metal. The 
PCA-100 


can be applied right over rust without 


manufacturer advises that 
extensive surface preparation such as 
wire brushing, scraping or sand blast- 
ing. Upon application, it penetrates 
through the rust layer into the base 


and 


further rusting. The paint is suitable 


metal seals the surface against 


for either brush or spray application. 


PAC-100 is furnished in black only 


and, due to its penetrating charac- 


should be used 
“finish” coat. A companion product, 
PCA-101 is a clear paint, equally ef- 


teristics, solely as a 


fective for rust prevention, and can be 
painted over with any standard paint 
of any color. 
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PAC-100 (Black) and PAC-101 
(Clear) are available in one-gallon and 
five gallon cans and in fifty-five-gallon 
drums. Literature and further details 


are available on request. 


SCHAEFER MODEL 
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abov e is the 


Illustrated 


front, open-top ice cream cabinet just 


new gl iss 


announced by Schaefer, Inc. 
Designated as the Model GF-16, this 

of 15.92 cubic 

feet. It has a total capacity of 665 pint 


cabinet has 


a capacity 
icc cream packages. Each of four nar- 
row compartments holds 140 pints, and 
one large compartment holds 105 pints 
or twenty-six rectangular halt-gallons 
or twenty-two round half-gallons. 

The Model GF-16 occupies a mini- 
mum of floor area, being 62 1/8” long, 
30 11/16° wide and 52” high to the 
top of the superstructure which has a 
flat top surface for displaying toppings 
and related items. 

Four-thickness Thermopane in front 
allows for a mass display of ice cream 
packages, flood-lighted by fluorescent 
light from the superstructure through 


5100 LANCASTER AVE., 


PHILA. 31, PA. 


the open top. A built-in, sliding, night 
cover provides for convenient closing of 
the top opening. 


REFRIGERATION BOOKLET 7 


Seven mayor tood processing and 
storage industries have cooperated in 
the preparation and publishing of a 

“What Price Food 
These industries, re- 


sponsible for the major portion of the 


brochure entitled 


Preservation?”’. 


nation’s food supply, are heavily de- 
pendent on refrigeration. The brochure, 
a composite of statements by the sev- 
eral industries, tells the story of the 
vital need for refrigeration in the con 


tinued 


operation of these key in- 


dustries. 


This 16-page publication, illustrated 
and printed in two colors, is designed 


primarily for use in discussions with 


the various government agencies di 
rectly concerned with national defense 
matters. The brochure is also expected 
to have much value in reviewinz ma- 
terials, manpower, and other operatinz 
reuirements with the field offices of 
government agencies. 

The food processing and storage in 
dustry trade associations which jointly 
sponsored the brochure in cooperation 
with the Air Conditioning and Refrig- 
erating Machinery Association, repre- 
senting the 


refrigeration equipment 


manutacturers, are: American Meat 
Association of 
Milk In- 
National Associa- 
tion of Frozen Food Packers, National 
Association of Ice Industries, National 
Association of 


Institute, International 


Ice Cream Manufacturers. 


dustry Foundation, 


Refrigerated Ware- 


houses. and National Fisheries In- 


stitute. 








Hibben, 





PWN HE Associations of Ice Cream and Milk Manufacturers 

| of Iowa will hold their concurrent conventions from 
September 11 to 13 at the Hotel Fort Des Moines, Des 
Moines, Iowa. 

Speakers tentatively scheduled to address the dairy men 
include Vern Martin, Maytag Company, Newton, Iowa; 
Joseph Eastlack, Borden Company, New York City; Robert 
C. Hibben, Executive Secretary of the International Associa- 
tion of Ice Cream Manufacturers; Reg Hanson, Northwest 
Cone Company and others. 

While each day’s convention program includes both pro- 
duction and sales discussions, emphasis on processing will 
be the order of the day on September 12, and sales will be 
stressed the following day. 

Several new attractions are listed for the September 
One ts a Dairy Bar. 


ers. Party, scheduled tor the evening ot September 12. Fea- 


conclave. Another is an lowa Thrash- 
tures of this event are a barbecue dinner and a sweet corn 
feed. “Down-to-earth” attire is suggested by John H. Brock- 
way, Executive Secretary ot both the Association of Ice 
Cream Manufacturers of lowa and the Iowa Milk Dealers. 

Che annual convention banquet will be held on the eve- 
ning of September 13. The Iowa “Poodle Dogs,” supply 
organization, will sponsor a floor show during the banquet. 

An all-day outing and golf tournament at the Wakonda 
Country Club will open the convention on the morning of 
September L] 


Prizes will he awarded. 


Special Convention Train Planned 


Arrangements have been completed whereby persons at- 
tending the October milk and ice cream conventions in De- 
troit mav travel from the East Coast on the “Dairy Indus- 


. ** | ‘*? 
tries Special” excursion train that will leave Washington, 
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Hanson, Uthers 


To Adress lowans 


Baltimore, Philadelphia and New York on October 17 and 
head for the Motor City by way of Montreal, Quebec and 
Chateau Frontenac, Canada. Arrival in Detroit is scheduled 
tor October 21. Reservations may be had by writing to Ed 
Harding, Pennsylvania Railroad, 390 Seventh Avenue, New 
York 1, New York. 


NOC Holds Summer Conference 


“One of our primary problems is to find the means of 
providing the most palatable beverage milk possible to all 
branches of the services, particularly for field use. The armed 
services are well aware of the nutritional important of milk 
and of dairy foods generally.” 

This statement was made by Dr. Junius M. McIntire, 
Chiet of the Dairy Products Division, Quartermaster Food 
and Container Institute, Chicago, at the National Dairy 
Council Summer Conference at the Edgewater Beach Hotel, 
late in June. 

Attending the three-day session were staff members of 
NDC, of affliated Dairy Council units, and dairy industry 
leaders from major cities throughout the country. 

A highlight of the Summer Conference was a_ special 
ceremony to pay tribute to Mrs. Ethel Austin Martin, who 
retired from NDC officially on June 1 after serving the dairy 
industry for more than twenty-two years. Tributes were paid 
Mrs. Martin by C. R. Schoby, ADA President, and George 
White, Chairman of ADA’s Research and Education Com- 
mittee; B. F. Beach, First Vice President of the Board of 
NDC; ee Cohee, President of the Dairy 
Council, Inc., Philadelphia; and Milton Hult, NDC Presi- 
dent. Mrs. Martin was the recipient of numerous gifts from 


Directors of 


all segments of the dairy industry. 


Dr. MelIntire was one of five nationally-known leaders in 
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PITTSBURGH DAIRY Mixers 
tracted close to 200 persons. Pictured 
there were, left to right: FIRST ROW: 
Bob Kenne, Joe Lowe Corporation, Bud 
and Verne Pettibon, Pettibon Dairy, Gene 
Sutherland, United Dairy; A. J. Claxton 
and Jan Dreux, Rieck-McJunkin Dairy 
Company, Jay Abbey, Keystone Cone 


outing at- 


Standing, Babe Stull, Don Trout, Harry 
Archer, K. Singer, and M. Dietz: Kneeling, 
Ernie Lenthal, Bob Moore, and Don Noble, 
all of Bordens; Buck Rogers, Keystone 
Cone Company, and Howard Strayer, 
Limpert Bros. 


SECOND ROW: Jack LeMessurier, Seal- 
right Company, John Albertson, Gilpin- 


Leuhm, Gilpin-Hittner, Howard Strayer, 
Limpert Bros.; Frank Ruthven, Marathon 
Corporation, J. Conley, Nestles Chocolate 
Company, Art Pettibon, Pettibon Dairy, 
D. Powell, Diamond Alkali: Harold Fuchs, 
Cherry-Burrell Corporation, Ken Clark, 
Savage Cabinets, Bob Richards, Krim-Ko. 
Paul Dembloski, Cunningham Glass; H. 
K. Birmingham, Attorney and Jack Love, 


Company, H. J. Birmingham, Attorney; Hittner Ice Cream 


Company, George Keystone Dairy. 





nutrition research to discuss various phases of the Dairy 
Council program, such as nutrition and dairy foods research, 
nutrition and industrial 


health, and public health and defense mobilization. 


Pittsburgh Outing Held 


The annual Dutch Treat outing sponsored by the Dairy 
Mixers of Pittsburgh was held June 19 at the South Hills 
Country Club. 


community nutrition education. 


Nearly 200 persons turned out for golf, 
lawn sports, sociability, and the steak dinner for which the 
club is famous. 

Honor guests introduced at the dinner included Louis 
Galliker, President of the Pennsylvania, New Jersey and 
Delaware Association of Ice Cream Manufacturers and 
Jack Davis, President, Allegheny County Milk Dealers As- 


Archer, 


Harry head of the Borden 


Company’s Pittsburgh operation, was given a hearty fare- 


sociation, retiring 
well. His successor, Don Trout, was given an equally warm 
welcome. 

Sixty golfers teed off in the afternoon. Low net contest 
resulted in a tie between L. V. Pettibon of Pettibon Dairy 
and J. H. Reagin of Forbes Products at 65. Low gross was 
made by Jay Abbey, Keystone Cone Company, shooting 75 
on his home course. 

The outing committee was headed by Buck Rogers of Key- 
stone Cone Company. 


Uhio State Courses Listed 


Arrangements have been made for the scheduling of two- 
week short courses in the fields of market milk and ice cream 
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Gundlach representatives are back in the freld now after 


oul 


greatest, 


annual company conference. Thev have 


sizzling, new ideas and plans to help you harvest record 


Fall sales. 


Write, wire or phone now for ideas to gain profitable 


gallonage sales now. 


P. GUNDLACH & CO. 


“Servants to the Dairy Industry” 


Cincinnati 3, Ohio 





Ice CreaM Fievtp, August 


69 











heep ie 


‘ 
selling a vor 


KOLD-HOLD 


truck refrigeration 


The selling flavor must be right to make sales. Why 
take chances on losing that flavor before it reaches the 
customer's table when it’s so easy to retain using 
“Hold - Over” Truck Refrigeration. ‘Hold - Over” 
Plates keep ice cream as safe and hard in the truck as 
in your plant storage room. They will maintain pre- 
determined low temperatures throughout the longest 
days trips to prevent melting and loss of flavor on 
extended hauls. 


A great number of ice cream manufacturers have 
standardized on “Hold-Over” Plates. They've found 
that no other method of refrigeration can compare for 
efliciency, dependability and economy. They refrig- 
erate their trucks for as little as 10 cents a day. By 
connecting into central plant compressors or plugging 
in self-contained units when the truck is not in use, a 
charge of refrigeraton is built up in the “Hold-Over” 
Plates sufhcient to keep the load hard and cold all day 
long. This eliminates the danger of loss of load due to 
delays in transit. 


It doesn't pay to take chances when “Hold-( ver” 
Truck Refrigeration costs so little. 


Send today for complete information and your free 
copy af our NEW catalog. 


KOLD-HOLD 


Coe Protects every step of the way 


(i eamprentats 
etace ) ~ sireenaned) 


Gok GoRa lelSeome rN itis Venatl ai, ice eer 


470 £. Haxel St., Lensing 4, Michigan 
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at Ohio State University during the coming academic year. 
The market milk short course is scheduled for November 
5 to 17, 1951. The ice cream course is scheduled from Febru- 
ary 18 to March 1, 1952. These will be full-time short 
courses for which the participants will be required to be on 
the campus during the above periods. The time will be 
spent in lecture, in demonstrations and in the manufacturing 
laboratory. 


Further information is available from the Department of 
Dairy Technology, The Ohio State University, Columbus 
10, Ohio. 


New Yorkers to Convene 


Whiteface Inn, Whiteface, New York will be the scene of 
the forty-fourth annual convention of the Association of 
Ice Cream Manufacturers of New York State. The dates 
are from September 17 to 20. Business sessions will be held 
the first three days. Golf and other sports events will termi- 
nate the convention on September 20. 


Leo) Attend AUSA Meeting 


Five of the world’s outstanding dairy scientists were 
selected by the fellow scientists for special honors at the 
forty-sixth annual meeting of the American Dairy Science 
Association at the University of Tennessee, June 5 to 8. 

The event, held for the first time in the leading dairy 
State of the South, attracted 970 members and their wives 
and children. Total attendance ran around 1,250. 

The University of California, at Davis, was chosen as 
host for the 1952 meeting. 

Dr. Lore A. Rogers, USDA retired, received the highest 
Association award, and honorary membership. Dr. Rogers, 
of Patten, Maine, unable to attend the meeting, was repre- 
sented by Dr. George Holm, of the USDA, Washington. 
Two Borden Company Foundation awards went to Dr. S. T. 
Coulter, University of Minnesota, in the manufacturing 
section; and Dr. John K. Loosli, Cornell University, in the 
production section. The awards of $1,000 and medal each 
were presented by Secretary W. A. Wentworth, of the 
Borden Company Foundation. Professor E. J. Perry, New 
Jersey Agricultural Extension Service, was recipient of the 
first “DeLaval Achievement Award in Dairy Extension.” 
Presenting the award was President C. B. Schmidt, of 
DeLaval Separator Company. The award was $1,000 and 
scroll. Dr. T. 


received the $1,000 award of the American Feed Manu- 


W. Gullickson, University of Minnesota, 


facturers Association for achievement in dairy nutrition re- 
search. 

New officers installed by retiring President R. B. Becker, 
President, H. A. Bendixen, 
Washington State College; Vice President, H. B. Henderson, 
A. Gould, Ohio 
State University, and E. J. Perry, Rutgers University. Other 
oficers are Secretary-Treasurer P. R. Ellsworth, Ohio State 
University; Journal Editor F. E. Nelson, Iowa State Uni- 
versity and Directors F. J. Arnold, Iowa State; L. A. Moore, 
USDA, Beltsville; J. H. Erb, Ohio State; C. W. Turner, 


UJniversitv of Missouri; and Mr. Becker. 


University of Florida, were: 


University of Georgia; and Directors, I. 
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JUNE JCE CREAM PRODUCTION DOWN 


Production of ice cream in the United States during June 
was estimated by the Bureau of Agricultural Economics at 
60,330,000 gallons—four per cent smaller than the June 
output a year ago and nine per cent below the 1945-49 aver- 
age for the month. This was the smallest June production 
since 1945. 

Seasonally, production rose only five per cent, compared 
with a gain of fourteen per cent between May and June last 
vear and an average increase of seventeen per cent between 
these months in the five-year period, 1945-49. 

In the first half of 1951, ice cream production totaled 
268,285,000 gallons—up two per cent from the first six 
months of 1950, but down three per cent from the 1945-49 
average output for these months. 

Sherbet production in the United States, estimated at 
2,410,000 gallons for June, advanced thirteen per cent from 
the previous month and was thirteen per cent larger than the over are meee 
Fudge Rapp" 
featuring 3° 
ast-selling 


Jlants the country 

by running 

and then 

following 
‘Cherry: Strawberry, 

: le and Chocolate 
, 


June output last year, but was twenty-three per cent smaller Hundreds of oe 

than the 5-year, 1945-49, average for the month. A year ago, in on increased yo 

the seasonal gain between May and June was eighteen per as @ apggaan any of the 

cent and in the 1945-49 period, the average increase between ee ae Butterscotch, 

Ri Raspberry. Orange-PineaPP 

Marshmallow ve Tra 

STANDARDS HEARINGS ADJOURNED "Ripple © 8 * 
Hearings conducted by the United States Food and Drug 

Administration to establish uniform standards for the manu- 

facture of ice cream and related products were adjourned last 

month and scheduled for resumption on September 5. 


those months was twenty-one per cent. 


demarks K egistered 





Presentation of testimony dealing with the use of mild 
alkalies and salts in ice cream marked the concluding sessions ce Pe | | tj re Mm O n T h y 
of the hearings. Food and Drug Administration representa- 
tive Edward E. Turkel has presided since the hearings began rs 
last January. Adjournment was attributed to a request by f | a VO r . S e C | a S 
the International Association of Ice Cream Manufacturers, , p 
which pointed out that because the industry is now in the 
midst of its peak season, it has been difficult to arrange for t h : 
witnesses to attend. O e p yo UJ se 

In September, evidence will be heard dealing with sherbets, 


frozen custard, French ice cream, ices, and certain technical 
matters. 


SCRAP SHORTAGE CITED FUDGE RIPPLE 2 
Inventories of heavy industrial iron and steel scrap have A year round favorite 


fallen “dangerously low” during the past four months, REMEMBER—you may take advantage of triple-purpose 
according to Robert W. Wolcott, Chairman of the American Ripple Sauces by using them: 1) For Ripple Ice Creams 
Iron and Steel Institute’s Committee on Scrap Iron and (running different monthly flavor specials); 2) For Tart 


Steel. Realizing the urgency of the situation, the National Toppings, Sundae Cups, lee Cream Pies (just pour from the 
ing e ' ’ P pail and use); 3) For Flavoring Ice Creams. Write for details 


Production Authority is conducting a special program to seek | and FREE advertising helps. 


out dormant scrap and place it in normal channels as quickly 


as possible, Mr. Wolcott noted. 
“Quick action by executives of America’s large and small FLAVOR Company 

factories can save the steel industry from a prolonged and 

critical scrap shortage. Idle, obsolete machinery and equip- 


ment must be written off inventory and started moving to ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 


scrap dealers along with all production scrap which can be CANADA. ih A Conghoh olin 2 Oamnan ee ‘Westen ffoactel 
collected in these plants.” NOW! Warehouse Stocks ot Chicago, Ili. and Atlanta, Ga. 
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INTENSIFIED SALES promotion-public re- 
lations program in education and research 
to stimulate increased use of dairy foods 
is contemplated by the National Daiy 
Council for the fiscal year beginning No- 


Shown, left to right, are George F. Chris- 
tians, Pesident, H. C. Christians Company, 
Chicago; Carl A. Wood, Vice President, 
Cherry-Burrell Corpoation, Chicago; Mar- 
tin E. Lower, Vice President in Charge of 


ville, Wisconsin,; J. Duane Dungan, Presi- 
dent, the Polk Sanitary Milk Company, 
indianapolis, Indiana: H. F. Simmons, Sec- 
retary-Manager, Michigan Milk Producers 
Association, Detroit; R. E. Spaulding, Gen- 











vember |. To make this program possible, 
the General Membership Budget Commit- 
tee of NDC (shown above) is engrossed 
nowadays in plans for a fall fund-raising 
campaign of industry-wide proportions. 


Sales, Sealright 
York: 


Company, 
Madison H. Lewis, Vice President, 
The Borden Company, 
Standing, left to right, are K. M. Royer, 
President, Purity Cheese Company, May- 


Fulton, New eral Manager, Sanitary Milk Producers, St. 
Louis; George D. Scott, Vice President, 
Pure-Pak Division, Ex-Cell-O Corporation, 
Detroit: and Paul P. Miller, Vice President, 


National Dairy Products Corporation. 


New York City; 





FAME OF JUNE DAIRY MONTH SPREADS 


Increasing its reputation as a merchandising and good-will 
medium for the dairy industry, June Dairy Month “caught 
fire’ to an unprecedented extent this year throughout the 
United States and spread into the category of world news. 

All states participated—forty-seven of them under the 
guidance of June Dairy Month chairmen and their com- 
mittees. Capitalizing on the sales momentum built up for 
dairy products through United States radio programs heard 
across the border and United States magazines circulated 
outside our boundaries, Canada also observed June as Dairy 
Month. 

Following in the footsteps of scores of governors and 
mayors in this country, the mayor of Palestine, Israel, pro- 
claimed June as Dairy Month in Palestine, and thereby in- 
troduced this successful merchandising promotion to another 
foreign nation. June Dairy month also was celebrated for 
the first time in Puerto Rico, with the Agricultural Extension 


Service serving as the guiding light. 


NESTLE’S'- PETER’S’- RUNKEL’S’ 


Chocolate 


COATINGS - LIQUORS 
GRANULES - COCOAS 


“the choice of those who insist on the best”’ 
WITH THAT FAMOUS 


NESTLEs 


CHOCOLATE FLAVOR 








Nestle’s Chocolate Company, Inc. 
60 Hudson St., New York 13, WN. Y. 
Branches in Principal Cities 





The 1951 Dairy Month campaign was notably colorful, 
probably because it was organized at local levels to a greater 
extent than ever before, according to the National Dairy 
Council which served as national headquarters for the cam- 
paizn. 

A good deal of color was provided at “kickoff” luncheons 
In Asheville, North Caro- 


lina, June Dairy Month was launched with a parade of more 
. 


and dinners held in many states. 


than 100 milk trucks. At Evansville, Indiana, a calf was put 
on exhibit at the zoo, especially for the kiddies, during the 
month of June. At Chattanooga, Tennessee, the mayor 
competed in a milking contest on the courthouse lawn. This 


activity was a feature of Dairy Month in many other areas. 


Boosts for June Dairy Month and the dairy industry were 
given hundreds of times by commercial sponsors of radio pro- 
grams, often over the major radio networks. In this way, 
some generous contributions to the success of the campaign 
were made by allied industries such as General Mills, Inc., 
and Standard Oil of Indiana and California, as well as by 
the large dairy companies and all branches of the dairy in- 
custry. Pillsbury Mills “plugged” Dairy Month on “Arthur 
Godtrey Time” 


saluted the dairy industry on its “Railroad Hour. 


and the American Association of Railroads 


%* 


Many newspapers devoted pages and sections to dairy in- 
dustry features during June. There were innumerable edi- 
torials praising the dairy industry and interpreting its signifi- 
cance to the national welfare. Food editors of these publica- 
tions and the major national magazines encouraged the in- 
creased consumption of dairy foods with pages of recipes. 
Newspapers gave splendid coverage to Dairy Month activi- 
ties. Some conducted Dairy Month recipe contests. Tours 
of dairy farms and dairy plants were featured with pictures 
and writeups in newspapers in Utica, New York, Atlanta, 
Georgia, and many other cities 
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BORDEN BRAND NAMES CHANGED 


® 
The brand names of two spray-processed nonfat dry milk 
solids sold exclusively to the dairy and ice cream trades have WEE, OSA 
teen changed by the Bordon Company. “Dairy Starlac,” 
used in making cottage cheese, cultured buttermilk, choco- CORN SYRUP 
late milk and other dairy products, becomes “Lactora.” “Spe- 
cial Srarlac,” used in manufacture of ice cream, will be 


known as “Specialac.” The brand names are being changed puts you ahead of 


1t% order to avoid confusion and to make if easier to identify 


Porden’s various brands of nonfat dry milk solids. competition on 
GIRTON HOLDS SALES SCHOOL every way 4 
REN RN RE EE 


A three-day sales school was attended by the staffs of 
Dairy Machinery and Supply Company of Lexington, Ken- 
tucky and Ralph R. Miller Company of Pittsburgh, Penn- 
sylvania at the home office of the Girton Manufacturing 
Company in Millville, Pennsylvania. A thorough orienta- 
tion course was given to acquaint the salesmen with the vari- 
ous items of equipment manufactured by the company in 
order for the men to more efficiently serve the dairy industry 
in their respective territories. 

The sales school consisted of both classroom instruction 
as well as practical demonstration given in the factory of 
the company. 


Get out ahead . . . stay out ahead of 
all your competition by using the 
most sensational “ice cream sweet- 
ener’’ yet produced — Sweetose Corn 


, : Syrup! One look ... one spoon... 
Appearing in the above photograph from left to right are: ' 


John Wassell and Emerson Jones of Girton Manufacturing one taste will tell on (and your 
Company, Ralph R. Miller and Ralph R. Miller, Jr. of Ralph customers) that Sweetose makes 
R. Miler Company, C. P. Tinsley and Joe Digiochino of your ice cream 4-ways better than 
Yairy Machinery and Supply Company, and Jack M. Ruckle ever before. 
ef Girton Manufacturing Company. Sweetose—this new enzyme-con- 
verted corn syrup is three times more 
fluid than ordinary corn syrup. 
Water-white, crystal-clear, Sweetose 
adds no other flavor than sweetness, 
pe never “‘smothers’’ costly flavorings. 
according to a report just issued by Harlie F. Zimmerman, ; 
managing director of the association. Investigate this rates way to make 
The association, a national organization of sixty-one in- better, lower cost ice cream today. 


dependent member-companies with sales territories through- 


ASSOCIATION’S SALES TOP INDUSTRY'S 


Ice cream sales for the Quality Chekd Dairy Products 
Association topped the nationwide industry production aver- 
age for the first five months of 1951 by 3.33 per cent, 


cut the nation. also increased its own sales this year by 6.31 


per cent over the same five-month period in 1950. 
Sales of Quality Chekd members for each of the five WEE OSE 
months were above their sales for the same period last year 
with monthly increases ranging from a low of 4.89 per cent Cc Oo R N S Y R U p 
to a high of 7.94 per cent. 


February was the month in which Quality Chekd members 3 times more fluid than ordinary corn syrup 


showed the greatest increase over the industry average, top- A. E. STALEY MFG. CO., Decatur, lilinois 
ring it by 8.11 per cent. in Caneda, write to: 6876 Sherbrooke St, W. Montreal, Quebec. 
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DUNKIRK FIRM ADDS HINES LABEL 


Duncan Hines Ice Cream has been introduced by the third 
ice cream company in New York Strate. In July, the Dun- 
kirk Ice Cream Company, Dunkirk, New York, launched 
its sales promotion campaign in Chautauqua County, the 
area it serves. It tumed the introduction of the new ice cream 
to coincide with the full page, full color ad for Duncan 
Hines Ice Cream in the July 17 issue of Look Magazine. 

The program in Chautauqua county was launched with 
a dinner meeting at the local country club attended by ofh- 
cials and employees of the Dunkirk Ice Cream Co., Hines- 
Park Foods, members of the local press and radio and lead- 
ing dealers, inn, hotel and restaurant people in the area. 

C. O. Wells, an official of the New York State Ice Cream 
Association, heads the company with his son, William M. 
Wells, being the third generation in the business. Mrs. 
Margaret Wells Grat, who formerly operated the firm, still 
takes an active interest in the operations. 

The Dunkirk Ice Cream Co. recently completed a new, 
modern plant at a new location in Dunkirk. It was founded 
in 1914, and in 1916 the Wells family came into the pic- 
ture and has been operating the business continuously ever 


since. 


HARRISON FIRM MOVES 

The office of the Harrison Company, coffee specialists, 
has been consolidated with the firm’s plant at 601 West 26 
Street, New Y ork 1, New Y ork. Telephone number there 
is ALgonquin 5-3914. 


Ter 


DELICIOUS | 
\CE CREAM 


a 
REVELATION 


in mouth watering 


APPETITE APPEAL 


- Sparkling, glowing, full color photo 


TRANSPARENCIES 


Ad-Color Transparencies fit any cabinet 
Large selection from which to choose 


Never Before! New color splendor and fidelity with true to 
life depth so beautifully natural customers want to take a 
bite! Achieved through electronic controls that give you 
LOW costs that are eye-openers! Every picture on FULL 
COLOR FILM. Nort printed. 


Show Your Own Trade Mark, Container or Wrap. We cus- 
tom-make transparencies where prestige and product 
identification is desired. No extra charge for this service 
when ordering 350 or more Transparencies. 


A Proven Sales Builder — Ad-Color Transparencies now 
reach a new high in fine quality to help you sell. A 400% 
increase in gallonage was recorded recently by a West- 
ern concern using Ad-Color photos. Write for samples 
and prices. 


AD-COLOR CORPORATIO 


650 South Arroyo Parkway 
Pasadena !, California 





PUBLISHER TOURS EUROPE 


Howard B. Grant, Publisher of Ice Cream Fietp, re- 
turned August 2 from a month-long tour of European ice 
cream plants, during which time he visited manufacturers in 
London, Copenhagen, Paris, Nice, Geneva, Locarno, Venice, 
Rome, and other cities. Accompanied by Mrs. Grant, the 
magazine executive left New York City June 25 and flew to 
London on a British Overseas Airline Corporation Strato- 
cruiser. The return trip was made on the Queen Mary, 
which left Cherbourg on July 28. 

Upon their arrival in London, Mr. and Mrs. Grant were 
greeted at the airport by Cedric G. Smith, Director of B. 
Young and Company, stabilizer manufacturing firm. In the 


photograph above, Mr. Smith is at the right. 


LILY-TULIP FORMS “FOUNTAIN CLUB” 


The Lily Fountain Club has been started by the Lily-Tulip 
Cup Corporation for enterprising fountain and restaurant 
operators throughout the country, to serve as a clearing house 
for creative merchandising aids and ideas aimed to stimulate 
fountain business. 

The Club, which has no dues, is inviting “Charter Mem- 
bers,” from all sections of the country to join its rolls, and 
help one another with sales building ideas of mutual benefit. 
Promotional ideas, display suggestions, menus and recipes, 
etc., will be collated at club headquarters, under the direction 
of George Flaherty at Lily-Tulip’s New York office. Special 
posters, and other sales aids, will be distributed to the mem- 
bers. 

Mr. Flaherty is planning activities for the near future, all 
aimed at developing the promotion and exchange of ideas 
that help to sell the most ice cream. Tentatively planned is 
a series of regional prize contests. 
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KOHNSTAMM ELECTED TO 100 YEAR GROUP 


In recognition of its century of service as a member of 
the ice cream industry, the firm of H. Kohnstamm & Com- 
pany, Inc., has been awarded membership in The Hundred 
Year Association of New York. 

The firm was established in the year 1851 in a small, one 
story building on Tryon Row, New York City, expanding 
‘nto a national institution with branches in the major dis- 
tributing centers of the United States. 

In accepting the Certificate of Membership, President 
Louis J. Woolf, said: “If the first 100 years are the hardest, 
we can face the next 100 years with complete faith in the 
American way of life, and in the ability of our organization 
to meet the new problems of business and the industry as 
they arise during the unpredictable years ahead.” 


TYLER ACQUIRES WILSON FIRM 


The acquisition of the operating business of Wilson Re- 
frigeration, Inc. of Smyrna, Delaware, has been announced 
by the Tyler Fixture Corporation, manufacturers of com- 
mercial refrigerators and farm and home freezers. 

It was explained that Wilson Refrigeration, Inc. will be 
operated as a division of Tyler Fixture Corporation and that 
John Wilson, Jr., founder and President of the Smyrna, 
Delaware company, will remain as the General Manager of 
the organization which he founded. 

The acquisition of this business by the Tyler Fixture Cor- 
poration brings to a total of four the number of operating 
units in the Tyler organization. 





STURDY, SANITARY 
DIPPERWELLS 


The most durable on the market. Inlet and 
outlet connections give proper water circula- 
tion to meet health standards. Solid one piece 
aluminum construction. Bright polished finish. 


TAKE - HOME 
SPADES 


ideal for take home 








tie-in promotions. 
Low price to ice 
cream manufactur- 
ers. Highly pol- 
ished 


finish. 


SCOOP-RITE company 


806 Wilde St. Detroit 9, Michigan 


aluminum 
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VAN LEER CHOCOLATE CORP 


GUNDLACH FIRM HOLDS SALES CONFAB 


New research, technological and consumer-use develop 
ments in broadening distribution, sales and consumption of 
dairy products were accented at the annual sales conference 
of G. P. Gundlach & Company, Cincinnati, consultants t 
the dairy industry, held August 5 to 11. 

Conference sessions, held at the Cincinnati Club and af 
the Gundlach research laboratories, were directed by execu 
tives of the Gundlach organization. G. P. Gundlach, Presi- 
dent and C. W. Esmond, Vice President of the organization, 
presided at the sessions devoted to merchandising, sales, mar- 
keting and distribution of milk, ice cream and dairy products. 

Gundlach field consultants, who are resident in various 
sections of the United States and Canada convened in Cin 
cmnati for the week conference. A get-together dinner on 
August 5 opened the program. 

Outdoor billboards in color, radio, and newspaper adver- 
tising will be stressed by the firm in a diversified program to 
promote increased sales of ice cream. The mass consumer 
appeal will be integrated with point-of-sale promotional ma- 
terial featuring the convenient, healthful enjoyment of ice 
cream for satisfaction of palate and nutrition. 

The advertising material includes: dominations, posters, 
frame inserts, backbar channels, light-cord hangers, flavor 
boards, back-bar trims and festoons, triangle table displays 
Mobile displays include 
weather-proof truck cards, aluminum truck frames, decal- 
ccmanias and decal valances. 


for fountain and store interiors. 


* chocelat hips 
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NEW LOCATION FOR MILPRINT 


The main offices of Miulprint, Inc., are now located at 
4200 North Holton Street, The 


transter of the company’s office facilities completes the move- 


Milwaukee, Wisconsin. 


ment of all the firm’s Milwaukee operations to the huge, 
modern new plant recently constructed on a twenty-two-acre 
site. The firm’s new phone number is Edgewood 2-5800. 
Transfer of Miulprint’s main offices, completed July 2, 
closes out all the firm’s operations at the former West Flori- 
da Street address. The new plant accommodates, under one 
roof, the production facilities formerly housed in three sepa- 
The 


involving huge quantities of heavy machinery and equipment 
£ ge g q 


rate Milwaukee plants. tremendous moving project, 
as well as 1500 employees, was accomplished without a 
break in Milprint production. 

In addition to its Milwaukee facilities, Milprint has nine 
other printing and package converting mills in various cities 
and maintains sales ofhces and design studios in all the prin- 
cipal cities across the nation. Milprint employs approxt- 
mately 3,000 men and women, and with the inclusion of the 
rew Milwaukee facilities, will occupy close to a million feet 


of floor space in its nationwide operation. 


SWEDEN NAMES THREE SOUTHEASTERN 
DEALERS 


The Sweden Freezer Manufacturing Company, makers of 
soft ice cream and frozen custard machines, announces the 


appointment of three new sellers who will handle the firm’s 


Since m was first discovered in 1870, Old 
Faiuthtul Geyser in Yellowstone National Park 
1s been “spouting off" regularly every 65 
minutes. Each eruption throws 10,000 gallons 











of hot water 120 to 170 ft. in the air and lasts 
four minutes. Because its timing is “always 
correct,” Old Faithful is famous throughout 
the world. 


A.A 
throughout America 


. mineral salts are famous too — with leading dairies 
and for the same reason. They're 
“always correct’, safe, dependable and perfectly bal- 
anced. The constant quality of A.C. means constant 


uniformity for your product. 


ACCEPT NO SUBSTITUTE 
Manufactured only by 


HORNER SALES CORPORATION 


7500 Felicia Way Pittsburgh 8, Pa. 
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Regardiess of scarcities, advertisers 
have learned this important lesson — 
“consumer insurance”, “brand identity’ 
must be maintained. Ohio's permanent 
type signs are always on the job—always 
distinctive— always dependable! 


THE 


OHIO 


ADVERTISING 
DISPLAY CO. 


America’s Largest Producer of Indoor-Type, 
IMluminated Point-of-Sale Signs 


Representatives In All Principal Cities 














118-124 WEST PEARL STREET 
CINCINNATI 2, OHIO 





line in the Southeastern part of the United States. They 
are the Medearis Equipment Company, Nashville, Tennes- 
see; the Alsbrooks-Walker Restaurant Supply Company, 
Charleston, South Carolina; and the W. H. Martin Com- 
pany, Newport News, Virginia. 

The Medearis firm, managed by its founder, R. E. Me- 
Gearis, 1s well-known in Nashville and the surrounding area 
for its comprehensive restaurant planning and equipment 
line. The new Sweden line will be on display in the show- 
room at 322 First Avenue North in Nashville. 

The Alsbrooks-Walker Restaurant Supply Company was 
fermed in 1949 by Robert L. Walker and Alva Alsbrooks 
who brought to the new business wide experience in the 
restaurant supply business. 

The W. H. Martin Company will handle the line in the 
Newport News and Norfolk areas. 

The appointment of Mohat Refrigeration Sales and Serv- 
ice as dealer in the Great Lakes region has also been an- 
nounced. S. E. Mohat, owner of Mohat Refrigeration Sales 
end Service has been associated with the refrigeration indus- 
try for twenty-eight years and has covered all phases of 
maintenance, selling, and management. During World War 
Il he acted as refrigeration consultant for the War Depart- 
ment, and until the establishment of his company in August, 
1950 he traveled as a manufacturers’ representative for sev- 
eral manufacturers of refrigeration equipment. Mohat Re- 
frigeration Sales and Service is located in Waldo, Ohio. 
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NEW LAW HELD IN ABEYANCE 


Enforcement of Louisiana’s new law requiring the use of 
grade A milk in ice cream will be held in abeyance pending 
further litigation in the suit of nineteen ice cream manufac- 
turers and handlers to have the law ruled null and void. The 
law was scheduled to go into effect July 7. 

The edict barring enforcement of the law was handed 
down July 9 by Judge Gaston L. Porterie in federal district 
court at Alexandria. He continued “the rule for a temporary 
restraining order” sought by the nineteen complainants. 
The law will not be enforced pending further hearings on a 
motion by the complainants for the state department of 
health and seven parish health unit directors to show cause 
why the injunction should not be granted. 

A suit had been filed in Federal district court in Shreveport 
on June 29 to test the validity of the new law. 

In their petition the ice cream firms state that it is not 
necessary to make ice cream of Grade A milk products to 
protect the health of the consumer and that no other state 
has such a law. Ice cream, like other manufactured milk 
products, has always been made of other than Grade A milk 
products, they point out. The new statute, the petition avers, 
purports to be a health measure but is in reality an effort to 
guarantee a market for certain milk producers. 

A spokesman for the group pointed out that the new law 
will be detrimental to consumers because it will inevitably 
result in the largest ice cream price increase the state has ever 
seen. Moreover, he said, it would not benefit dairy farmers 


YOUR SALES WILL SPIRAL...WHEN 
YOU PUT A 


TWiST 


INTO YOUR VARIEGATED ICE CREAM 


Now Flavoripe guarantees you a properly stabilized syrup that WILL 
NOT BLEED . TWIST — acclaimed by ice cream manufacturers 
for its rich, true flavors. 


(TWIST butterscotch actually contains large quantities of high score 

sweet butter and heavy dairy-fresh cream; all fruit flavors are made 

with sun ripened, real luscious fruit! That's why TWIST is boosting 
variegated ice cream sales throughout the country.) 


TWIST FLAVOR 
5 DISTINCTIVE TWidt S 
Dozen Dozen 
e CHOCOLATE TWIST $21 e STRAWBERRY TWIST $3' 
e BUTTERSCOTCH TWIST $23 « PINEAPPLE TWIST $27 
RASPBERRY TWIST $32 


Note: All flavors are packed in 210 tins (Sufficient to flavor 15 
gallons of ice cream). Also available in 50% pails. 


WRITE TODAY FOR A TRIAL ORDER 


All shipments f.o.b. Pittsburgh. Up to $1.00 ewt. freight allowance 


THE FLAVORIPE CO.,1NC. 
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because present sources of Grade A milk within the state are 
rot adequate for ice cream requirements throughout the year, 
and ice cream manufacturers will be forced to develop out-of- 
state sources. Because these are hard to find, if available at 
all, the ice cream firms say they would be obliged to draw on 
them permanently. 

“If this law is enforced,” one manufacturer said, “the 
people of Louisiana will be the real victims. It will increase 
their annual ice cream bill at least a million dollars and 
probably more, and for that they will get a product that is 
rot one bit better than they are eating now. This money 
won’t go to the Louisiana farmers either because they haven’t 
the Grade A milk we need. It will go to the creameries in 
the Midwest and the North, where we'll have to turn to get 
the milk products this law unnecessarily requires us to use.” 


NASH-KELVINATOR EXHIBIT UNVEILED 
Mayor Albert E. Cobo of Detroit unveiled on June 25 the 


first major industrial exhibit saluting the city’s 250th anni- 
versary. The exhibit, at Nash-Kelvinator Corporation, is 
part of a year-long civic festival celebrating the founding of 
Detroit by the French explorer, Cadillac, in 1701. 

Centerpiece of the Nash-Kelvinator exhibit, which stretches 
340 feet across the front of the company’s administration 
building in northwest Detroit, is the “world’s largest family 
album.” The “album” is a three-sided structure, two stories 
high, mounted on a giant turntable straddling the approach 
te the building entrance. 
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What's New | 








EDCAR L. PROCTOR DIES 
Edgar | 


tor of Joe Lowe Corporation, died July 5 at the Fitkin 
Memorial Hospital, Neptune, New Jersey. Mr. Proctor was 


Proctor, fifty-nine, for nineteen years art direc- 


renowned in the field for his many contributions to Joe Lowe 
Mr. 


Proctor was wounded while serving with the A.E.F. in France 


Corporation advertising campaigns for “Popsicles.” 


in World War I and was a past Commander of his local 
American Legion Post. 

Funeral 
Mr 


daughter, Mrs. David Benton, and two grandchildren. 


services were held July 9 in Kearny, New Jersey. 
Proctor is survived by his wife, Mrs. Bertha Proctor, a 


GOVERNMENT POST TO STEVENSON 


Ralph M. Stevenson has been appointed chief of the Es- 
sential Oil, Flavor Materials and Perfume Materials Section, 
Chemical and Drugs Branch, Rubber Chemical and Drugs 
Davision, Ofhce of Price Stabilization, Washington, D. C. 

Mr. Inc., 


manufacturers of aromatic chemicals and natural and imita- 


Stevenson is a director of Givaudan Flavors 
tion flavors, and is Midwest Sales Manager of the company, 


with headquarters in Detroit. 


‘NOW... 








A PERFECT INSULATION 


FOR EVERY REFRIGERATION NEED 
A new and constant insulating value—a low K factor of 


0.20 British Thermal Units! You can offer new and greate: 
protection when you insulate with 


ONAZOTE 


EXPANDED HARD-BOARD CELLULAR EBONITE 


Strong! Light—density 4 pounds per cubic foot! Easy to 
handle! ONAZOTE is not affected by moisture—it will not 
rot! It will outlast the equipment in which it is used! 


SEND TODAY FOR COMPLETE DETAILS 
BRITISH XYLONITE, INC. 
Brooklyn 21, N. Y. 


754 Lexington Avenue 
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H. A. JOHNSON ELECTS NEW PRESIDENT 


The election of E. C. Johnson, Jr., as President, effective 
immediately, was announced following the July meeting of 
the directors of H. A. Johnson Company, Boston and New 
York. 

In assuming his new office, Mr. Johnson succeeds his 
father, E. C. Johnson, now in his thirty-first year as Presi- 
cent, who remains actively with the company as Chairman 
of the Board of Directors. 

E. C. Johnson, Jr., a graduate of Dartmouth College, and 
Fiarvard Business School, joined the company in 1935. Since 
that time he has served as salesman, Sales Manager, Vice 
President in charge of Sales and Advertising and a Director 
of the company. Since the summer of 1948, he has been in 
cirect charge of Johnson’s New York House. which position 
he leaves to return to the general offices in the new Boston 
plant. 

He is the 


as President. 


third generation of the Johnson family to serve 
The company was founded in 1877 by Henry 
grandfather of the new President. With the 
founder’s passing in 1920, he was succeeded by his son Edwin 
C. Johnson, who had been with the company since 1904. 
This well-known food and equipment firm, now celebrat- 


A. Johnson, 


ing is seventy-fifth anniversary year, moved in February of 
this year to a s>acious new plant in the Brighton District of 
Boston. Founded in 1877, Johnson’s is a supply house for 
take-s, restaurants, hotels, institutions, confectioners and ice 
cream manufacturers. 


WEBER APPOINTS E. R. LEGG 


Due to the increased demand for ice cream display cabinets, 
tle Weber Showcase and Fixture Company has formulated 
plans for closer cooperation with the ice cream manufacturers 
in the New England States, and in New York, Pennsylvania, 
Delaware, New Jersey, Maryland and Virginia. 

J. L. Kaufhold, general sales manager of the company, re- 
cently announced the appointment of Edward R. Legg, as 
manager of its eastern operations, with headquarters in New 
York City. He will be in charge of all sales made to ice 
cream manufacturers and frozen food distributors in that 
area. The company maintains complete warehousing facili- 
ties at Elizabeth, New Jersey. 

The Weber Company is introducing its new line of Dis- 
play-Rite and Spot-Rite self-service, open ice cream and 
frozen food merchandising cabinets. These cabinets contain 
shelves in the superstructure for the sale of related items. 
The various models come in sizes from twelve to twenty-eight 
cu. ft. and are from five to nine feet in length. 


CROFTS NAMED TO TRUCK COMMITTEE 


Sid Crofts, executive of the Batavia Body Company, has 
been appointed a member of the Truck Body Manufac- 
turers Industry Advisory Committee to the National Produc- 
tion Authority. He has been spending considerable time in 
Washington on business connected with his duties as a com- 
mittee member. 
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BLUMENTHAL BROTHERS Since 1900 


lor UGl, ich mem aieliioe) 2 mm aelaer-. 
Margaret & James Sts., Phila. 37, Pa. 


ADVERTISING POST TO REED 


The appointment of John 
E. Reed as assistant advertis- 
ing manager of the Bastian- 
Blessing Company, Chicago, 
Myron E. 


Steczynski, the company’s ad- 


is announced by 


vertising manager. 


Mr. Reed, a graduate of 
Northwestern University and 
World War II, 


worked as copywriter for two 


veteran of 

JOHN REED 

Chicago advertising agencies before joining Bastian-Blessing’s 
staff of copywriters in September, 1948. 


MOJONNIER APPOINTS SCHWERING 


To provide more complete 
service for customers in north- 
eastern Pennsylvania, Mojon- 
nier Bros. Company, Chicago, 
manufacturer of dairy equip- 
ment, announces the appoint- 
ment of James E. Schwering 
as Sales Engineer. He joins 
A. C. Woodruff, Mojonnier 
District Sales Manager, and 
J. E. SCHWERING ll make his headquarters at 
will make his q 
1810 Homestead Ave., Beth!ehem, Pennsylvania. 

A graduate of Penn State College in dairy manufacturing, 
Mir. Schwering brings to his new post wide dairy plant ex- 
perience. He was associated with Abbotts Dairies for seven- 
teen years as assistant in charge of country plants, on the 
staff of the Market Milk Administrator in Philadelphia and, 
until recently, plant manager of Suncrest Farms, Kutztown, 
Pennsylvania. 


KOTEL IS RECO CHICACO REP 


Refrigeration Engineering Corporation announces the ap- 
pointment of William V. Kotel as its representative in the 
Chicago, Northern Illinois, Southern Wisconsin and Iowa 
areas. 


Mr. Kotel was associated with the commercial refrigeration 
industry from 1935 to 1942 as a sales engineer. Subsequent- 


ly, he served as a precision inspector with Minneapolis- 
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STABILIZERS 














For Purotizing Fruits, for Ripples, for making Fudge Ripple 
Sauce, also Sherbets & Ices. 


The Standard for Over 25 Years! 


BALCH ‘:::::" 


COMPANY 
1309 ADAMS STREET PITTSBURGH 12, PA. 


(PURO DIVISION) 





Since 1946 he 
has been representing manufacturers specializing in com- 
mercial refrigeration for food stores and food serving fields. 

William V. Kotel & Associates are located at 1428 W. 
Thorndale 


Honeywell (Aircraft Division) in Chicago. 


Avenue, Chicago 26, Illinois. 


JOHN PARKER APPOINTED 


Container Corporation of 
America has anounced the ap 
pointment of John G. Parker 
as special representative 
handle the company’s line of 
butter and ice cream cartons, 
food and carryout pails and 
stock packages for froze 
food lockers and home freez 
ers. 


Mr. Parker, whose back 
ground includes experience with the dairy and ice cream ine 
dustries, will work out of the 35th Street, Chicago, folding 
carton plant in a territory which comprises metropolitan Chis 
cego, Northern Illinois, Eastern and Southern Wisconsin. 


JOHN PARKER 


PERCY G. SCHOONMAKER DIES 


Percy G. Schoonmaker, District Sales Manager of the 
Rairymen’s League Cooperative Association, died July 13. 
He was a member of the Board of Directors of the Associa- 
tion of Ice Cream Manufacturers of New York State, and, 
until his death, served as Chairman of the Business, Program 
Committee for the association’s forthcoming convention. 

Funeral services were held in Syracuse, New York on 
July 16 and at Stone Ridge, New York, the next day. Sur- 
vivors are his wife and a son. Mrs. Schoonmaker resides at 


508 North Orchard Road, Solvay, New York. 


PARKER, KOETZ APPOINTED 


Drumstick, Inc., announces the assignment of Bruce B. 


Parker as West Coast sales representative. He will also rep- 
resent the Ice Cream Brittle Department of the Pangburn 
Company. Mr. Parker lived in California as a youngster and 
has returned to that state to represent the franchisers of 
“Frozen Drumsticks” and “Mr. Big,” as well as Paneburn. 


Until his recent move to California, he made his home in 
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BRUCE PARKER (LEFT) AND R. E. KOETZ 





Columbus, Ohio, and for the past five years covered Ohio 
and West Virginia. In 1949, Mr. Parker was honored by 
the Sales Executives Club of Fort Worth as the outstanding 
salesman of the year and was awarded a jeweled pin. 

Also announced was the appointment of Richard E. Koetz, 
£36 N. W. Boulevard, Coluinbus, Ohio, as sales representa 
tive for Michigan, West Virginia and Ohio. He will also 
Mr. 
A graduate of Ohio State 
University with a BS degree, Mr. Koetz was formerly with 
the sales department of Reynolds Metals Company. 


THOMPSON IS CLOVERLEAF VP 


Robert Thompson, who has been production manager of 


represent the Pangburn Company in the same area. 
Koetz replaces Bruce Parker. 


the Cloverleaf Creameries plant at Huntington Indiana, has 
been appointed a Vice President of the company. Announce- 
ment to this effect was made recently by W. A. Klepper, 


i President. 


SHO-LITE LIDS 


SHOW and SELL Ice Cream at NEW SAVINGS 
SHO-LITE Transparent Cabinet Lids, 
15-watt Fluorescent 
lamps at no increase in price! Change your 
SHO-LITES 


inexpensively 


with 


now equipped with 


present to Fluorescent, easily, 


For details write 


R. K. MERRITT 


& ASSOCIATES 
40 S. Los Robles e Pasadena 1, Calif. 


IN CANADA: KING PLASTIC INDUSTRIES 


62 Wallace Avenue e Toronto 4, Ontario 





KEEFE, ROCHE KILLED IN ACCIDENT 


Lawrence V. Keefe, prominent figure in the paper cup and 
container industry and Manager of the Packaging Dyivision 
of Lily-Tulip Cup Corporation, New York, was killed in an 
automobile accident on July 27 at Clifton, New Jersey, while 
returning to his home in Pelham, New York, from the 
Mr. 
Keefe was riding in the automobile of Frank T. Roche, Sales 
Manager of Lily-Tulip, who was killed in the same accident. 
The accident was due to a collision with a truck. 


Shawnee Inn. Shawnee-on-the-Delaware, Pennsylvania. 


Mr. Keefe was with the Lily-Tulip Cup Corporation since 
1928, and was known to the paper and food industry through- 
out the country as a pioneer in the packaging of foods in 
paper containers for bulk and individual use. Prior to join- 
ing the Lily-Tulip Cup Corporation, Mr. Keefe had been 
connected with the Western Union Company, which he 
joined in 1926 following his graduation from Notre Dame 
University. 

Mr. Keefe is survived by his wife, Mrs. Marion Doran 
Keefe, and three daughters, Ellen, Kathleen, and Sarah. 

Mr. Roche had been with Lily-Tulip since 1929, when, 
upon graduation from Holy Cross College he joined the 
company’s New York sales staff. Mr. Roche advanced 
through the different divisions of the company to tecome 
Sales Manager. Mr. Roche is survived by his wife, Mrs. 
Greta Roche, and two sons, Thomas and Peter, of Briarcliff 


Manor, New York. 


JORDON APPOINTS JOHN OTT 


The Jordon Refrigerator Company, Philadelphia, has an- 
nounced the appointment of John H. Ort as factory sales 
representative for Western Pennsylvania and the Western 
section of West Virginia. Mr. Ort will have headquarters 
at 6304 Penn Avenue, Pittsburgh, Pennsylvania. 

Mr. Ott is well known throughout the area, having served 
dealers in the refrigeration and food service equipment indus- 
try for many years. 

Mr. Ort will handle sales of the complete line of the 
Jordon Refrigerator Company, including low temperature 
equipment for ice cream and frozen food merchandising, 


reach-in refrigerators, beverage coolers, etc. 


LA CASCIA NAMED BY STEIN, HALL 


Joseph S. La Cascia has 
been appointed the represen- 
tative of Stein, Hall & Com- 
pany, Inc. for the State of 
Louisiana, operating out of 
New Orleans. Mr. La Cascia 
has been living in, and work- 
ing out of New Orleans for 
the past several vears, follow- 


1 


ing his discharge from the 


J. S. LaCASCIA armed services. 

Joe La Cascia attended Hamilton College at Clinton, New 
York, and most recently has been a technical sales adviser in 
the general food brokerage field. Recently he completed 
training courses in Stein, Hall Laboratories and pilot plants 


in Long Island City, New York. 
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APPOINTS PLOWFIELD 


Reco Products Division 

of Refrigeration Engineering 

Corporation, Philadelphia, has 

announced the appointment 

of Bill Plowfield to handle 

distributor and national user 

sales of the firm’s pre-fabri- 

cated, sectional storage and 

freezing rooms, back-up stor- 

age vaults for institutions 

BILL PLOWFIELD 
freezer space, brine tanks for manufacture of frozen stick 


and retail outlets requiring 


confections and ice plant supplies and components 

Mr. Plowfield, who is widely known in the trade, is a 
veteran of two world wars, and was formerly Director of 
Sales of the General Utilities Corporation of Philadelphia 
and Phipps Products, Inc. He will direct Sales of the Reco 
Products Division in Eastern Pennsylvania, South Jersey, 
Delaware and a portion of Maryland. 


FOUR PROMOTIONS AT CLINTON 


R. C. Wagner, President of the Corn Processing Division 
of Clinton Foods, Inc., announced recently four executive 
rromotions for members of the Corn Processing Division. 

R. P. Jurgensen, who has been general operating super- 
intendent, was named manager of production, in charge of 
all manufacturing operations at the Division plants at Clin- 
ton, Iowa. 

L. H. Peetz, assistant operating superintendent since 1948, 
vas promoted to general operating superintendent. 

H. C. Heidinger was named assistant operating super- 
intendent. He has been in the Milling Division as division 
superintendent. 

Albert Peltzer was advanced to milling division superin- 
tendent. A graduate of the University cf Illinois, Mr. 
Feltzer joined Clinton Foods in 1945 as a member cf the 
chemical engineering staft. 

Mr. Jurgensen has been with Clinton Foods since 1934, 
after receiving a master’s degree in organic chemistry and 
sanitation at the University of Iowa. He has held various 
posts in the research and operating departments. Mr. Peetz 
studied chemical engineering at Iowa State College and 
las been with Clinton Foods since 1933. Mr. Heidinger is a 
graduate of the University of Illinois with a degree in chem- 
istry and bacteriology. He came to Clinton Foods in 1948 
from the Clinton Distilling Company, where he had teen 
pliant manager. 


MARLEY SUCCEEDS BRESLAUER 


Ben Breslauer, sales representative for the Weiller Com- 
pany, Philadelphia, is retiring from sales work on advice of 
his physician and is moving to Miami, Florida 

The appointment of James E. Marley to succeed Mr. Bre- 
slauer as sales representative in the Northwest and Northern 
Facific Coast territory has been announced. Jim Mariey—a 
veteran of two years in the South Pacific—joined the Weiller 
Company after his discharge from the Army. After spend- 
ing several months in various departments of the Weiller 
piant, he began his sales career in the Eastern section of the 
country. 
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Chocolate Flavors and Cocoas 


by CWnbrvsia 


AMBROSIA CH 


NPA APPOINTMENTS ANNOUNCED 


W. A. Brown, Jr., Vice President and General Manager 


of the Liquid Carbonic Corporation, was recently appointed 
by the National Production Authority as a member of the 
leverage Machinery Manufacturers Industry Advisory Com- 


mittee. 


I. S. Anoff, President of the Albert Pick Company, Inc., 
and M. L. Finneburgh, General Sales Manager, Soda Foun- 
tain Division, of tae Liquid Carbonic Corporation were re- 
cently appointed by the National Production Authority as 


membe-s of the Commercial Food and Beverage Service 


Equipment Industry Advisory Committee to N.P.A. 


PYLE ORGANIZES ADVERTISING FIRM 
William H. Pyle, who has 


been advertising and sales 
promotion manager for the 
no-thern California division 
of Carnation Fresh Milk and 
Ice Cream Company, has re- 
signed to start a dairy sales 
engineering and advertising 
firm. 
The new firm, to be known 
W. H. PYLE as W. H. Pyle and Asso- 
ciates, will have its headquarters at 322 Hayes Street, San 
Francisco, California. Mr. Pyle will be connected with a 
number of firms as factory representative. 


* 
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FOR SALE 


FOR SALE: “York 14° x 11° VSA 
Ammonia Booster Compressor, V belt drive, 
force feed oiling system, condition like new 
Box #354, Ice Cream Fiecv, 19 W. 44 Se, 
New York 18, N. Y 


FOR SALE: 35 3-oz. we cream bar molds 
in excellent condition. Available immedi. 
ately. Vroman-Shaver Ice Cream Co., 1941 
Derr St, Toledo, Ohio 


FOR SALE: 60 and 150-gallon Cherry- 
Burrell and Creamery Package Continuous 
Freezers; 300 gallon Cherry-Burrell Model 
SV Holding Vats, SS. lining with sus 
pended Tinned Copper Cooling Coils; 1000- 
gallon Creamery Package Horizontal Coil 
Vats with SS. Linings and T. C. Coils; 
150 and 200-gallon Round S.S. Pasteurizers, 
also 100 to 500-gallon Cherry-Burrell S.S 
Spray Pasteurizers; 75 to 1500-gallon Ho- 
mogenizers or Viscolizers; Cherry-Burrell 
Jumor Cabinet Cooler, 9 wings 36 tubes 
high; Fillers, Bottle Washers, Surface 
Coolers, Separators, Clarifiers, Vacuum 
Pans, Pumps, etc. Write or wire your re 
quirements. Lester Kehoe Machinery Cor 
poration, | East 42nd Street, New York 
17, N. Y. Telephone: MUrray Hill 2-4616 


Classified Advertising 


FOR SALE: Creamery, Ice Cream and 
Wholesale Beer Business in Kansas doing 
$400,000 yearly. A real opportunity. Kash- 
finder, Wichita, Kansas 


FOR SALE: Dairy Case—Modern Selb 4 
fr. glass frone dairy products display case 
Case and compressor new about 2 years ago 
Both in very good condition. Inquire Box 
#375, Ice Cream Fierp, 19 W. 44th Sr., 
New York 18, N. Y 


FOR SALE: Due to city taking our prop- 
erty, complete ice cream manufacturing 
machinery for sale. Write for information: 
Box 377, Ice Cream Fierip, 19 W. 44th Sr., 
New York 18, N. Y 


FOR SALE: Taylor 10 qt. Counter 
Freezer with 30-gallon hardening cabinet 
and cooler compartment; also 2 hp Freon 
compressor operating above. Box 374, Ice 
Cream Fiecpo, 19 W. 44th St., New York 
18, N. Y 


FOR SALE: 1 Used Reinhardt confection 
freezing tank, 12 molds size, 2 trays wide, 6 
trays long. Also includes extra row drying 
compartment chilling confections for 5 stick- 
holders. Overall dimensions 145” long, 31” 
high, 44” wide. $550.00 F.O.B. Contact: 
Jesse B. Warner, Warner's Dairy, Red 
Lion, Pennsylvania. 
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OUTSTANDING CAREER OPPORTUNITY 


For Four Sales Executives 


| HESE positions offer a special opportunity for each of four men of 
character and with the proper combination of abilities. They call for a 
background of special experience, intelligence, and hard work. 

We are interested only in men who are generally desirous of settling 
down to a lifetime career in the Dairy Industry—in a depression-proof 
business. The men we are thinking of may be employed at the present 
time as sales managers for both milk and ice cream, who understand the 
principles of sales promotion and advertising as well as the Dairy business. 
These men should be strong on ideas and executive ability, and able to 
organize and direct promotional effort for at least 100° clients. They 
should be high grade, and interested in a high-class position. They must 
be men of good taste, and excellent personality, and they must like people. 
They must have good common sense and sales sense as well. They must 
have courage to do the unusual thing. A background in handling a sales 
organization is essential, and these men must have good educational 
backgrounds, 


(), k selection will be made with great care, and we hope to find men 
who are thirsting for a better opportunity and who want nothing less than 
-hgure earnings. We are perfectly willing to teach them the business 
and their earnings will be in proportion to their own efforts. 

Ability to travel and live graciously while traveling is also essential. A 
married man must have the understanding that he is going to be away 
from home at least two-thirds of the working time. 

Our organization is the largest of its kind, and thoroughly respected in 
the Industry, and the men selected will be backed up with sound na 
tional advertising programs. 

No interviews by telephone or in person until requested by us. If you 
think you have the qualifications for this position, set forth your qualifi- 
cations in detail in the best Iype of application letter you know how 10 
write. All applications are strictly confidential. 


G. P. GUNDLACH AND COMPANY 
“Servants to the Dairy Industry” 
Box “A” Cincinnati 3, Ohio 














FOR SALE: CP 40 Qtr. Stainless Steel 
Batch Freezer used 2 years, $1,200.00. Box 
373, Ice Cream Fiero, 19 W. 44th Sr, 
New York 18, N. Y. 


FOR SALE: Dairy and ice cream plant 
with restaurant in Ohio. A modern plant 
grossing $140,000 yearly. Priced to sell 
Kashfinder, Wichita, Kansas 


FOR SALE: Approx. 200,000 Philadelphia 
Style Linerless Pint Box Printed—PRO- 
GRESS ICE CREAM CO. (orange & blue) 
asking $10.00 per thousand. Progress Ice 
Cream Company, Inc., 1263 Hartford Ave- 
nue, Johnston 9, Rhode Island 


FOR SALE: One 7', HP. Copeland 
Compressor Model +760 N.F.H. Com- 
plete with oil separator, Allen Bradley mag- 
netic starter 3 phase 220 V. Used only 
short time. Superior Ice Cream Co., Cold- 
water, Ohio 


FOR SALE: 24 mold Vaden novelty 
brine tank with automatic temperature 
float. Used three years. C.P. 40-80 con- 
tinuous freezer. Excellent condition. Right 
size for above tank operation. Installed 
larger equipment. Asselin Creamery Co., 
Norway, Michigan. 


FOR SALE: 8,000 pint, 11,000 quart 
Sutherland Paper Co., cartons, flat, folding, 
ice cream. $7.50 M pint, $9.00 M quart. 
FOB Jackson, Michigan. Sample on re- 
quest. Servall Dairy, Jackson, Michigan 


FOR SALE: 1—Emery-Thompson 40-Qr. 
Ammonia Ice Cream Freezer, 3-60-220 Volt 
A-1 condition, used one year. Price $800.00 
Cloverdale Farms Dairy, Plymouth, Michi- 
gan 


FOR SALE: 1314 used -gallon metal 
mix cans and 208 used +-gallon metal 
mix cans. Goldenrod Ice Cream Company, 
3900 So. Michigan Avenue, Chicago 15, 
Illinois 


2 
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HELP WANTED 


HELP WANTED: Factory representative 
with following among wholesale ice cream 
manufacturers for an exclusive, established 
merchandising line in the following terri- 
tories: Atlantic, Central and Pacific. State 
territory covered and lines represented. Re- 
ply in confidence regarding your age, sales 
and personal background. Will be profit- 
able for the right party. Box +376, Ice 
CreaM Fiero, 19 W. 44th St., New York 
18, N. Y 


HELP WANTED: Two Salesmen, pref- 
erably under 40. One to sell Crushed 
Fruits, Glace Fruits, Toppings, Fountain 
Syrups and Flavors to Ice Cream, Baking, 
Soda Fountain, Manufacturing Confection- 
ers, and Wholesale Grocers in territory con- 
sisting of Georgia, Florida and Alabama. 
AND another salesman to sell the same lines 
in another territory consisting of Missouri, 
Tennessee, Arkansas, Mississippi an 
Louisiana. Give age, experience and quali- 
fications. THE C. M. PITT & SONS 
CO., Key Highway, Boyle and Harvey Sts., 
Baltimore 30, Maryland. 
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HELP WANTED 


HELP WANTED: Top notch salesmen to 
sell highly merchandised program to ice 
cream and frozen novelty manuficturers 
Excellent commission arrangement. Million 
dollar publicity support. Write Box 378, 
Ice Cream Fiero, 19 W. 44th St. New 
York 18, N. Y 


HELP WANTED: Salesman, with fol. 
lowing among ice cream manufacturers, to 
represent a leading PECAN SHELLER of 
tering finest quality Shelled Pecans, Roasted 
and Salted, ready for use in Butter Pecan 
ice cream. Full line, all grades and sizes 
Raw Shelled Pecans may be offered to other 
prospective users. Commission basis, pro- 
tected territories; may be handled in addi 
tion to non-competing lines. Territories 
available most of U.S.A. except Southeast 
ern States. Give age, experience, firms now 
represented, references and territory desired 
All replies strictly confidential. Write: Box 
368, Ice Cream Frerp, 19 W. 44th Srreet, 
New York 18, N. Y 


HELP WANTED: Nila: side line, 
selling to ice cream manufacturers, pocket 
samples, average commission $40.00 per sale 
—easy to sell—territory protection—also 
leads. Box #345, Ice Cream Frevp, 19 W. 
44 Se, N. Y. 18, N. Y. 


Classified Advertising 


HELP WANTED: Salesman—with fol 
lowing among ice cream manufacturers, to 
represent nationally-known firm selling to ice 
cream manvfacturers. S-:rong promotional 
line backed by advertising. Box 316, Ice 
Cream Fieco, 19 W. 44 St, N. Y. 18, 
N.Y. 


HELP WANTED: Production Man—to 
take charge of 500,000 gallon production in 
modern, well-equipped plant, Great Lakes 
area. Applicant should understand Am- 
monia refrigeration systems, have good tech 
nical background im ice cream manufacture, 
be a good, personable leader and eager to 
step into a growing business. State full 
qualifications, salary requirements, and en 
close recent photo of yourself. Box 381, 
Ice Cream Fievo, 19 W. 44th Se, New 
York 18, N 


WANTED TO BUY 


WANTED TO BUY: Would like to 
purchase dairy plant manufacturing ice cream 
and custard mix. Would not object to some 
profitable retail milk business in conjunction 
with same. Location preferably Indiana, 
Western Michigan or Ohio. Box 380, Ict 
Cream Fiecp, 19 W. 44th Se, New York 
18, N. Y 





Rates 


RATES: machinery, equipment and 
supplies for sale or wanted to buy, 
6c a word [including address) for 
each insertion; help and positions 
wanted, 2c a word [including ad- 
dress). Bold face type double regu- 
lar rates. Minirsum charge $1.00. 
REPLIES to advertisements in this de- 
partment must be addresse® to the 
name, initials or address shown in the 
advertisement or to Box numbers c/o 
lce Cream Field, 19 W. 44th St.. New 
York 18, N. Y. Under no circum- 
stances will ICE CREAM FIELD di- 
vulge the name of an advertiser 
where initials or a number is given 
as the address. 











WANTED TO BUY: Wholesale ice 
cream business in southeastern Michigan 
Write tull details to Box 379, Ice Cream 
Frecp. 19 W. 44th Se. New York 18, N-Y 


POSITION WANTED: There's on old 
saying which advises that in life, “it’s posi- 
tion that counts.” Well, you can help your- 
self find just the position you're looking for 
by placing a “Position Wanted” notice on 
this page in the next issue of Ice Cream 
Fre.p. Remember: you are reading this 
note; ice cream manufacturers everywhere 
are doing likewise. For the rate schedule, 


see the box at the top of this page 


populonith! 
HOOTON 


CHOCOLATE 
FLAVORCOAT 














7 


Its a Bargain . 


For You, too 
NUROLL 


U.S. Pat 
aE «3 seesaeinetied 
‘ce CREAM OILPPER 


Nuroll is a beautifu' 
sanitary one-piece cast- 
ing—a fountain type 
dipper that anyone 
can use with ease 
Strong, durable, eas- 
ily cleaned. imme- 
diate shipment. 
Write for” prices *’ boosts the sales of ice 
cream bers and 


novelties 


pail coating made 
with chocolate liquor 


fabeees shating <i : 
_ fast setting speeds — 


Ye Nuroll Dipper Deal 
is @ good deal for both 
retailer and consumer. The 
price-conscious family quickly 

sees that a Nuroll Dipper and a 

bulk package of ice cream provide 

the very finest desserts at very low 
cost. The retailer makes his usual profit 

on the deal and gets a permanent bulk 
ice cream customer. We supply free dis- 


play cards, advertising mats and recipe 


leaflets. Write for data. most delicious 
THE ZEROLL COMPANY é + eee 
2410 Robinwood Ave. Toledo 10, Ohio ‘ rte as meee 


HOOTON CHOCOLATE CO. 
NEWARK 7 - NEW JERSEY 








SE SAREE <a RR on ete 
Zeroll, Nuroll and Bulkroll ice cream dippers 
SEARS RROD RRR SES A ca 
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Ad-Color Corp. 74 Kelco Co. 4th Cover 
Alloy Products Corp. 48 Keystone Wagon Works, Inc. 62 
Alpha Aromatics, Inc. 37. King Co. 9 
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American Food Labs. 49 Kold-Hold Mfg. Co. 70 
Amerio Refrigerating & Equip. Co. 77. LaCrosse Cooler Co. 30 
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Anheuser-Busch, Inc. 59 Mahoney Extract Co., S. H. 65 
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Bloomer Bros. 3rd Cover McGraw Chemicals, Inc. 84 
Blumenthal Brothers 79 McHale Mfg. Co. 44 
British Xylonite, Inc. 78 Merritt, R. K., & Associates 80 
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(hai ta i : 


ti, Sea tN A RNR its eae a 


Savage Arms Corp. 5 
Eastern Baking Co. 45 Schaefer, Inc. 43 
Fenn Brothers 25 Scoop-Rite Company 75 
Flavoripe Company 77 Sealright Co. 55 
Foote & Jenks 6 Sherman Paper Products Corp. 29 
General Equipment Sales Co. 46 Shore Machine Corp. 63 
Germantown Mfg. Co. 67 Spear Metal Utilities Corp. 39 
Grand Rapids Cabinet Co. 10 Staley Mfg. Co., A. E. 73 
Gulf Cone Co. 45 Sterwin Chemicals, Inc. 13 
Gundlach Co., G. P. 69 Vanilla Laboratories, Inc. 31 
Hankins Container Co. 7 Van Leer Chocolate Corp. 75 
Hooton Chocolate Co. 83 Virginia Dare Extract Co., Inc. 7 
Horner Sales Co. 76 Young Co., B. 27 
Hudson Mfg. Co. 67 Zeroll Co. 83 
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A service toyou.... 
the Supplier! 


Here is a complete, up-to-date refer- 
ence on dairy manufacturers. Screens 
the good accounts from bad credit 
risks. Gives a complete list of all 
prospects . . . including key individ- 
ual’s name, products manufactured, 
size of plant, CREDIT RATING. 
This information saves hundreds of 
dollars annually! Seventeenth annual 
edition now available. Write 

for details. 


McGRAW CHEMICAL COMPANY | DAIRY CREDIT BUREAU 


831 SOUTH WABASH AVE., CHICAGO 5, ILLINOIS 1740 Greenleaf Ave., Chicago 26, Illinois 
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cuece Nw 
we VEGA... 

A BRAND NEW 

HALF-GALLON PACKAGE 


An entirely new approach to half-gallon production and 
merchandising . . . engineered and proudly presented 


by Bloomer Bros. Research Council. 





CHECK THESE MANY FEATURES 


»/ SHIPPED FLAT— SAVES SPACE—A carton of 250 takes 
less than 6 cubic feet of your valuable storage space. 


/ SNAPS OPEN — SAVES TIME AND TROUBLE —Set up by 
your filling operator in one quick, complete motion, 
the VEGA saves 75% of erection time. Eliminates 
confusion and preliminary work prior to a run from 
the freezer. One operator can erect this new carton 
and fill fast enough to supply a 300-gallon freezer. 


y BLOOMER SPECIAL BOARD — ASSURES PRESTIGE — 
You’re sure of a rigid, clean package. Properly de- 
signed and printed, it adds sales appeal to your 
product. Available in either stock print or special 
designs created individually for you. 


Get the new VEGA in your 
S 3 fr Ss own hands and be convinced 
, ea», 





‘BLOOMER 


VU TTMITT) 14 i een DROS. COMPANY 


NEWARK 
NEW YORK 














WITH CONSUMERS 







WHEN IT HAS 


NATURAL BODY 


STABILIZED WITH 


DARILOID ws DRICOID 


The whole family goes for ice cream that has Natural Body.. 
ice cream that’s “cool tasting” and refteshing; firm 

and smooth yet entirely free of gummy stickiness. 

That’s the kind of consumer-pleasing, faster-selling 

ice cream you're sure of when you stabilize your mix 

with Dariloid or Dricoid. It’s one more reason, too, 

why Dariloid and Dricoid lead all others in 

gallons of ice cream stabilized throughout the industry. 
Why not make a trial test? Write or call our 


nearest regional office. 


DARILOID* 
DARILOID Xl 
DRICOID® 
DRICOID XL 


Stabilizers and stabilizer-emulsifiers to meet all plant requirements 





DARILOID 


REFINED 
ALGIN 
PRODUCT 





PRODUCTS OF | COMPANY 





NJ 20 N. Wacker Drive 31 Nassau Street 530 West Sixth Street 
Chicago 6 New York 5 Los Angeles 14 


Cable Address: Kelcoalgin —New York 


